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Westinghouse Tries to Sell Color TV; 
Emerson Follows with Rental Plan 


New York, March 4—While 
most manufacturers continue to 
talk about why people will not buy 
small screen, premium-priced color 
tv sets, Westinghouse has put the 
question directly before the public. 

Ads in the New York Times and 
Herald Tribune this week offered 
a 15” color set at $1,295. The 15” 
tube gives a 12” picture. Making a 
play for the customers who like to 
be first, Westinghouse, through its 
New York distributor, Times Ap- 
pliance Co., promises immediate 
delivery on the full-door console. 

Initial consumer reaction was 
summed up by a Westinghouse of- 
ficial: “The stores report a lot of 
traffic and a lot of interest, but 
they haven’t been stampeded with 
sales. But of course, it’s much too 
early to judge the real sales im- 
pact...” 


all marketing position in televi- 


Metuchen, N. J. 
The manufacturer, through Ful- 


a consistent newspaper campaign 


test.” By April Philadelphians will 
be given a chance to buy color 
sets. Shortly thereafter marketing 
will be in Chicago, Cleveland, Los 
Angeles and Dallas. 


a While Westinghouse was run- 
ning paid ads to sell color receiv- 
ers, Emerson Radio & Phonograph 
Corp. used the press release route 
to announce that it will rent, not 
sell, its first color sets. 

In a letter to distributors, Ben- 
jamin Abrams, Emerson president, 
said the full details of the rental 
plan—the monthly fees, its effec- 
tive date, etc—would be made 
public before March 15. Nobody at 
Emerson would indicate how many 
sets the company has available for 


@ The company, which claims to 
be the first set manufacturer to of- 
fer immediate delivery on color 
sets, went ahead with plans for : 
this pioneering sales venture de- leasing. ee 
spite “insignificant sales returns”, Mr. Abrams said his company’s 
during recent color festivals at ma- Color policy was based on these 
jor department stores here. ‘conclusions: “(1) the public will 
Westinghouse thinks its pioneer- ot pay from $700 to $1,200 for a 
ing venture will improve its over- (Continued on Page 8) 


Shaggy Dog Story... 


Shaver Maker Has Contest to End All: 
Winners Get Frank Sinatra’s Whiskers 


New York, March 4—You can | publicity people have devised sev- 
have your contests where the eral other contests: Beard-grow- 
prizes are Cadillac convertibles or ing among college students (the 
trips to Bermuda; we’re sharpen- ones old enough, that is), the win- 
ing the pencil for the letter-writ-|ner to get a Norelco shaver (to 
ing contest that offers a vial of; get cleaned up) and a date with 
shavings from Frank Sinatra’s| Eva Gabor (if the collegian is 
beard. old enough, as we said) and ap- 

There won’t be just one vial of | pearances on tv and radio. The 
the shaggy Sinatra outcroppings| bearded youths will provide Steve 
offered, either. Seems North/Allen’s tv program with its studio 
American Philips Co., which sells|}audience on April Fool’s Day. 
Norelco shavers, never turned a| While the winner walks off with 
hair at the proposal of Ruder &|La Gabor, runners-up will be 
Finn, publicity boys, to have a/|shaved by lady “barbers” recruit- 
lot of local contests about the vir-|ed from a Broadway musical 
tues of the close shave. It just} comedy. 
doesn’t seem possible that Frank- 
ie’s folicles will be able to meet 
the demand, especially since Rud- 
er & Finn proposes to get the 
whole thing rolling by mailing the 
nation’s disc jockeys a gift vial of 
Frank’s bristles. The disc jockeys 
number maybe 4,000 or 5,000. 


® A whisker clean-up committee 
will be headed by-one James Mor- 
an, who apparently was tapped 
because he’s “noted in theatrical, 
tv, literary,.art and musical cir- 
cles (the long hair circles, that is) 
for the smoothness of his shave, 
except for the elegantly trimmed 
beard on his chin.” 

Norelco dealers, who figure to 
be sweeping shavings out of the 
store the rest of the year, will be 
encouraged to let go the brooms 
long enough to enter a $20,000 
sales slogan contest for the Sports- 
man, Double Header and Lady 
Norelco models. Prizes for deal- 
ers, who couidn’t recognize a 
Sinatra whisker anyway, include 
a Jaguar ‘the smooth auto, not 
the hairy animal), a European va- 
cation, and just plain cash, like 
$2,500, $1,000 and $500. 

All out for the contests—last 
one in is a hairball! 


a Mr. Sinatra’s hirsute sacrifice 
is intended to further what North 
American is pleased to call 
“Whisker Clean Up Time,” which 
is timed to coincide with the spring 
cleaning period. The theme is be- 
ing pushed via b&w half-pages in 
Life, Outdoor Life, Field & Stream, 
Sports Afield, a number of busi- 
ness publications and in 70 news- 
papers, which get a series of 450- 
line ads. The ads are being placed 
by Grey Advertising. 


s In case there’s anyone whose 
hair stands on end at the thought 
of a vial of Sinatra shavings, the 


sion. The company has a color tv}. ~ 
limited production line running at} ~ 


ler & Smith & Ross, will continue Es 


“until the sets have had a fair|. 
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FOUNTAIN OF YOUTH—Standard Oil Co 
(Indiana) promises “new car power” what- 
ever the age of your car in this two-color 
ad kicking off its spring campaign. Mc- 
Cann-Erickson is the agency. 


Reps Assail NBC 
Radio Plan for 
Participations 


New York, March 5—Station 
reps and a group of National 
Broadcasting Co. affiliates have 
been noisily protesting the net- 
work’s plan for selling one-minute 
announcements on network radio 
shows, but NBC has nothing to 
say about the controversy. 

The NBC plan might encroach 
on the traditional preserves of na- 
tional spot selling, the reps think, 
and affiliates fear the proposal 
might cut into their spot revenue 
and further lower the price stand- 
ards of network radio. 

Particulars of the plan for es- 
tablishing radio participation pro- 
grams were revealed to stations 
in a memo signed by Robert D. 

(Continued on Page 65) 


- | Standard of Indiana 
_|Opens Drive on New 
_|Premium Gasoline 


Curcaco, March 4—Standard Oil 


; Co. (Indiana) seized the occasion 


of its annual spring ad drive to 


_|introduce a new super-octane 
*|“premium” version of its White 


Crown gasoline. 

Big feature of the new product— 
and the main theme of the ad 
campaign—is that it gives you 
“new car power whatever the age 
of your car.” Standard’s ‘“‘de-icer” 
additive, introduced last fall (AA, 
Nov. 2, ’53), also gets a boost in 
the copy. 

A month-long newspaper cam- 
paign will kick off the new gaso- 
line in 1,205 weeklies and 544 
dailies throughout the Midwest. 
Outdoor and point of sale posters 
and banners will also be used 
heavily. Outdoor plans call for 
postings at 3,600 sites. 

In addition, gasoline commer- 
cials will be carried by 30 radio 
and 10 tv stations in key mid- 
western cities. McCann-Erickson 
is handling the campaign. 


s Simultaneously with its new ad 
drive, Standard announced a two- 
year expansion and modernization 
program calling for capital ex- 
penditures of about $500,000,000. 
Nearly half of that will go into 
development of crude oil produc- 
tion and reserves, President A. W. 
Peake said. 

Behind the expansion was a 
‘happy earnings picture, Mr. Peake 
reported. Total 1953 income was 
$1,729,403,854, compared with $1,- 
617,000,000 in 1952. 


Net earnings were $124,826,397, 
equal to $8.11 per share. This com- 
‘pares with $7.81 per share in 1952. 


Last Minute News Flashes 


Blue and Pink Products Edging into Soap Business 
NEw York, March 5—A war between the blue, the pink and the tra- 


ditional white is in the making in the soap business. Procter & Gamble 
Co., with Blue Cheer on the market for more than a year, has been 
testing a new pink Dreft in Omaha, Des Moines and other cities for 
several weeks. A new package, the detergent is being advertised with 
pink and black newspaper ads, and radio and tv. Lever Bros. Co. is 
readying a blue Rinso in a new package, for spring introductions, and 
is reportedly testing a blue Surf in Canada. Colgate-Palmolive’s blue 
Super Suds, introduced last August in the Kansas City division, now 
has distribution there and through the Southeast. 


Bernice Fitz-Gibbon Will Open Her Own Agency 


New York, March 5—Bernice Fitz-Gibbon, advertising director of 
Gimbel’s for 14 years until her resignation recently, will open her own 
advertising and merchandising counsel service April 15. To be known 
as Bernice Fitz-Gibbon Inc., the company will offer services to large 
concerns or their agencies on a retainer or individual project basis. 


Erwin, Wasey Named to Handle Consoweld 
WISCONSIN Rapips, March 5—Consolidated Water Power & Paper Co. 
has named Erwin, Wasey & Co., Chicago, to handle advertising for its 
plastics division, which makes Consoweld, a plastic surfacing material. 
Advertising and promotion will be stepped up to keep pace with the 
increased production of a new plant now under construction. 


Womer Resigns from Market Research Corp. 


Cuicaco, March 5—Stanley Womer, with Market Research Corp. of 
America since 1941, has resigned as exec. v.p. of the company and dis- 
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: Stuck for $422,000, Agency Files 
Bankrupicy Suit Against Muniz TV 


Factory-to-You Selling 
Adds to Falling Market 
Woes, Earl Muntz Says 


Cuicaco, March 4—The fabulous 
career of Earl W. Muntz, mad-man 
merchandiser of automobiles and 
tv sets, hit a dip this week when 
his corporation was named in an 
involuntary bankruptcy suit filed 
here in federal district court. 

The petition was filed by three 
creditors who charge that Muntz 
Television Inc. and two subsidi- 
aries have debts of $13,000,000 and 
assets of only $3,000,000. 

Filing of the petition Tuesday 
was followed by appointment of 
trustees by Judge Win G. Knoch, 
and the start of a probe of Muntz 
Inc. financial activities by the Se- 
curities and Exchange Commis- 
sion. 

One of the creditors is Michael 
Shore Advertising, the Muntz 
agency, headed by Earl Muntz’s 
longtime friend and promotional 
godfather. 


= The Shore agency asserted it is 
owed an astounding total of $422,- 
000. Other creditors are two Chi- 
cago suppliers to Muntz Inc., Tel- 
Radio Transport Corp., with a $49,- 
169 claim, and Permoflux Inc., 
claiming $5,391. 

Judge Knoch ordered the SEC 
investigation in the wake of 
charges of mismanagement and ir- 
regularities levied by Atty. I. Har- 
vey Levinson, representing a num- 
ber of stockholdess. Included in 
the stockholders, Mr. Levinson told 

(Continued on Page 65) 


Financial Adman 
Blasts Wall Street 
for ‘Poor PR Job’ 


New York, March 3—A man 
who ought to know this week took 
a broadside blast at Wall St. for 
lying down on the public rela- 
tions job and at the same time la- 
beled the Monthly Investment 
Plan, recently announced by the 
New York Stock Exchange, as a 
flop. 

Henry Gellerman, director of 
public relations for Bache & Co., 
told a luncheon of the American 
Public Relations Assn. that the 
new administration in Washington 
has given Wall St. “the greatest, 
and perhaps the last, opportunity 
to make the American people 
stock-ownership minded. I have 
watched this transition in govern- 
ment and the reaction of the na- 
tion to it very carefillly and com- 
pared this transition in terms of 
Wall Street’s practical reaction. 
There has been very little improve- 
ment.” 

Backing up his contention, the 
speaker gave a statistical rundown 
on advertising by stock exchange 
members. 


a “Of a total of 622 member firms 
of the New York Stock Exchange, 
444 are located in New York City. 


posed of his stock interest, to go into business in Phoenix. He will In 1953 alone, only 12% of that 
continue to act as a consultant for Market Research Corp. of America. | group advertised in New York City 


(Additional News Flashes on Page 65) 
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(Continued on Page 64) 
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U.S. Not One, 
Big Uniform 
Market: Samstag 


Detroit, March 2—Anyone who. 


thinks Americans are becoming 
just one big middle class is off his 
rocker, according to Nicholas Sam- 


stag, director of promotion for. 
Time. 
Mr. Samstag told the Detroit 


Adcraft Club last week that ad- 
vertising must curb the temptation 
to think of its markets as a uni- 
form market. The idea that Amer- 
icans are drifting into a “big. 
blurred central mass” is only a 
mirage, he said, and likened the 
economy to an army. 

“Suppose the army was to cut 
out all privates, Pfc’s and corpor- 
als at the bottom, and all generals 
at the top. Would this result in a 
one-grade army? No. The buck 
sergeant would now be lowest on 
the totem pole. At a sergeant’s 
pay he’d be a better customer than 
the private was—but not nearly as 
good as the colonel, now the top 
man. And there would be all those 
other ranks between. 

“And that’s pretty much the 
picture of our economy tcday,” 
Mr. Samstag continued. “There 
are fewer people who have prac- 
tically nothing, and there are few- 
er people who have practically 
everything.” 


e He advised advertisers, there- 
fore, to seek ‘“‘a continuing variety 
of appeals and unique approaches 
to sell goods.” : 

Market specialists who succumb 
to the “homogenized mass” mar- 
ket theory, he said, are victims of 
“Coca-Cola envy.” This is “the 
quality in every business man that 
makes him wish he had it as sim- 
ple as our friends in Atlanta... 
One product, one container, one 
appeal, one price—and one pub- 
lic.’ Unfortunately, he added, “the 
Coca-Cola millenium isn’t here.” 

Mr. Samstag spoke of the “con- 
tinuing inequality of the market,” 
citing a recent survey to the ef- 
fect that money expendable in the 
U. S. by people for things beyond 
sheer necessities was $32.8 billions 
annually. He said nearly all this 
money is in the hands of fam- 
ilies with incomes above $4,000 
after taxes. 


s “These $4,000 and up net in- 
come families account for 80% of 
all the marginal money in the 
country. This chunk of money is 
the great target for marketers and 
advertisers. But almost three- 
fourths of that 80% is in the hands 
of about 5,000,000 families with 
net incomes over $7,500. 

“Does that sound like one great, 
uniform mass of Americans—al- 
most 65% of all the loose money in 
the hands of 11% of families? Is 
this supposed to be the one, big 
faceless market we've heard sc 
much about—the mass market re- 
acting to broad appeals? The wise 
businesses will be those who move 
in for a closer look to detect the 
fertile differences,” Mr. Samstag 
said. 


Five Appoint H. G. Sample 

H. G. Sample Advertising 
Agency, Atlanta, has been namea 
to handle advertising for Tex-Tuft 
Products Inc., Rome, Ga.; U-Kan 
Laboratories, Anderson, S. C.:: 
Pearson Photo Co., Laurens, S. C.; 
Pearman’s Dairy, Anderson, and 
Minit Car Wash Inc., Atlanta. 


Pabst Buys Newscasts 

Pabst Brewing Co., through 
Warwick & Legler, Los Angeles 
has signed for two newscasts 
daily on the 33 stations of the In- 
termountain Network. The 39- 
week test marks Pabst’s first ven- 
ture in news sponsorship on In- 
termountain. 


GE Business Paper 
Spending Reached 
$3,000,000 in 1953 


New York, March 2—General 
Electric Co. spent $3,000,000 on ad- 
vertising in business papers last 
year, an adviser to the company 
disclosed last Wednesday. 

Addressing the eastern confer- 
ence of Associated Business Pub- 
lications, Alan T. Wolcott, media 
planning consultant to GE’s mar- 
keting services division, said that 
the industrial giant now is using 
425 trade publications. 

GE’s total budget last year was 
‘between $35,000,000 and $40,000,- 
000 (AA, Dec. 21, ’53). It has been 
increased $10,000,000 for ’54. 

Advising the New York business 
paper representatives not to over- 
look obvious values of their pub- 
lications, Mr. Wolcott listed these 
steps to more effective selling: 


# 1. Make sure that advertising men 
really understand what business 
publications can do for their mar- 
keting problems. 

2. Learn how to use the Audit 
Bureau of Circulations audit. 

3. Make use of market data pre- 
pared by business papers. 

4. Recognize that editorial con- 
tent is “undoubtedly the single 
criterion used most by advertising 
managers for evaluating competi- 
tive media.” 
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- motion to get customers to shop 
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Store Clerks’ Union Opens $18,000 Drive to 


Convert Seattle Shoppers to Morning Hours 


SEATTLE, March 3—Retail store 
clerks of Seattle, acting through 


'’ their union, have come up with a 


new campaign: a three-month pro-| 


during morning hours. 
The campaign is paid for entire- 


-\ly by the clerks, to the tune of 
> $18,000 for a union of 3,100 mem- 


8 | bers. But it has the full coopera- 


NON-INTOXICATING?—Pacific Citrus Prod- 
ucts Co. is introducing a new beverage, 
Hula Highball, in Southern California, and 
t> call attention to its “‘non-intoxicatirg .. . 
unless you make it that way!” drink, places 
some attention-getting devices nearby. The 
fruit beverage, packed in 46-ounce cans, 
wi.l be backed with 1,520 one-minute radio 
spots on four Los Angeles radio stat‘ons, 
starting April 1. Point of purchase materia! 
nciudes the 4’ display piece shown here. 
Atherton Advertising Agency, Los Angeles. 
is the agency. 


5. Cultivate “personals,” such as 
proper services and _ practices, 
make appointments in advance, 
avoid over-long sales calls. 

6. Capitalize on the values in- 
herent in ABP membership. 


New York, March 3—Age-old 
complaints were dragged out again 
last week when Facts Forum’s 
production, “Answers for Amer- 
icans” (ABC-TV), turned its at- 
tention to advertising. 

Most outspeken critic to air his 
views on advertising was publisher 
Devin Garrity, president of Devin 
Adair Co., who led off with this 
charge: 

“The advertising profession, I 
think, with all the money in the 
world to play with, has created 
something of a false America. It 
used to be that they would adver- 
tise a thing directly contrary to 
the truth. When ... the cigaret was 
harsh on your throat, you advertis- 
ing fellows would say it’s kind to 
your throat. If the shaving cream 
was only for light beards, you 
fellows would say for heavy 
beards. 

“That’s the big lie technique 
that many people claim Hitler in- 
vented, but I’m afraid that the 


Old Complaints Revived as Educators and 
Publisher Recite the Sins of Advertising 


American advertising profession 
probably invented it.” 

Mr. Garrity did concede that 
some advertising is improving 
Large corporations “have seeming- 
ly learned a lesson” and are doing 
good jobs of producing institution- 
al ads, he said. 

He returned to the attack, how- 
ever, with a condemnation of 
testimonial ads. 

“Getting a prominent athlete to 
say he smokes a certain kind of 
cigaret [implies] to a young man 
that if he smokes that cigaret, 
he’ll be a big athlete, too,” he said. 
“That’s a direct lie and it is some- 
thing that is utterly false and it’s 
symptomatic largely today of cig- 
aret, liquor, cosmetic-type adver- 
tising.” 


= Moderator Hardy Burt called on 
Frederic R. Gamble, president of 
the American Assn. of Advertis- 
ing Agencies, to “defend” advertis- 
(Continued on Page 6) 


Real Gold Allots 
$350,000 to Grape, 
Orange Drink Push 


REDLANDS, CAL., March 4—Real 
Gold Co. will spend approximately 
3350,000 this year to promote its 
Real Gold orange base and a new 
grape drink base to be introduced 


ROGER H. BOLIN has been promoted to 

manager of general advertising for West- 

inghouse Electric Corp., Pittsburgh, succeed- 

ing Harry J. Daines, who has been named 

a v.p. of J. Walter Thomp:on Co., New 

York. Mr. Bolin has been with the company 
since 1925. 


about March 15. 

Newspapers will get the major 
share of the budget, with publica- 
tions in some 50 major markets 
carrying space about every ten 
days. The campaign is national, 
but selective. Real Gold does not 
feel it is practical to advertise in 
a market until at least 80% dis- 
tribution is obtained and backed 
by consumer acceptance. 

Newspaper insertions will vary 
in size, with at least four major 


| pushes during the campaign. 


a The company’s co-op ad policy 


will be changed for the drive. Al- 
lowances will be figured on the 
basis of past performance and will 
be distributed even if they have 
not yet been earned. 

In addition to newspapers, farm 
and business publications will be 
used on a regional basis. Good 
Housekeeping will carry half-col- 
umn space on an eight-month 
schedule. 

The new grape base was tested 
last fall with the offer of a sample 
in small space secondary copy on 
a full page in Good Housekeeping. 
Five thousand requests for sam- 
ples were received. 

Barnes Chase Co., Los Angeles, 
is the agency. 


¥§ | tion of management and of another 
14) | key element—the municipal transit 
.|System, which figures to gain from 
7. |a more even traffic flow. 


The campaign opened with a 


-|six-column ad in the Seattle Times 


Monday, followed by similar space 
in the morning Post-Intelligencer 
yesterday. In addition, a regular 
schedule of radio and television 
time will be used. After the initial 
impact, smaller-space advertising 
will be used until the second wave 
of heavy promotion, which will 
come during Easter shopping week. 


= The promotion is keyed to the 
theme, “You’ll shop easier when 
you shop early.” It began with a 
boost by Mayor Allan Pomeroy, 
who designated March as “Shop 
Early Month.” 

The campaign has been under- 
taken by Local 1207, Department 
and Variety Store Retail Clerks 
(AFL). Archie McLean, secretary 
of the local and once a store clerk 
himself, thinks this is the first 
time a union has ever put on a 
campaign to try to induce people 
to shop earlier. 

For the customer, the campaign 
points out that shopping early 
when store traffic is light means 
easier shopping and better atten- 
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“Twe RETAIL, CLERKS 


UN.ON DRIVE—The retail clerks’ union 
‘in Seattle opened a drive to bring de- 
pariment store shoppers downtown in the 
morning with this page in Seattle papers. 


tion by clerks. For the store, the 
campaign means better utilization 
of clerks by helping fill in the val- 
leys in the flow of customers. 


@ For the clerks—all of whom, in 
Seattle department stores, belong 
to the union and operate under a 
contract—this campaign is a step 
designed to help both the manage- 
ment and the clerks, Mr. McLean is 
the first to say: “We can benefit 
only if business is profitable. We 
believe this will make business 
more profitable for the store oper- 
ators as well as more convenient 
for shoppers.” 

At present only about 70% of his 


(Continued on Page 67) 


‘Ulcer Express’ to 
Manhattan Loses 2 


Advertising Execs: 


WESTPORT, CONN., March 3—The 
admen who regularly take the 8:12 
“Ulcer Express” from Westport) 
into Manhattan were treated to 
hot coffee at the station this morn- 
ing. 

The treats were on two former | 
New York admen who are leaving 
“the New York soap, cigaret and 
cereal advertising” to their old 
commuting friends and opening. 
their own agency here. | 

The city-weary advertising ex-| 
ecs are Van Lear Woodward Jr. 


and Mark Byron, and a remodeled ~ 


old colonial house is the home of. 


the new Woodward & Byron agen-| 
cy. 

| 
s Along with the coffee, the ad-' 
men-gone-rustic dispensed an an-| 
nouncement to their city-bound 
friends, saying: “While our friends 
on the 8:12 play cards or read, we| 
will be hard at work...long before 
they arrive at Grand Central Sta-| 
tion...We feel like pioneers, not. 
only in our new location, but in| 
our approach to the advertising, | 
sales and merchandising problems | 
of our clients, who deserve the ex- | 
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tra hours of thought and effort we 
can now give them.” 

Mr. Woodward entered the ad- 
vertising business in 1936 with 
Batten, Barton, Durstine & Osborn, 
joining Campbell-Ewald Co. three 
years later. Since 1944 he has been 


V. L. Woodward Mark Byron 


with the William von Zehle Agen- 
cy and was elected its president 
last year. 

Partner Byron started out with 
the New York Times and later 
joined the World-Telegram before 
starting his own agency, Mark By- 
ron Inc., in Miami before World 
War II. After Navy duty, he be- 
came advertising director of Yard- 
ley of London and then joined 
William Esty Co. as a v.p. 

Mr. woodward is president of 
the agency, and Mr. Byron is v.p. 


So ee BE SE Fs ee 


OFFICE HOME—This handsome colonial house in Westport, Conn., now houses two 
city-weary admen, Van Lear Woodward Jr. and Mark Byron, and their new agency. 
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Advertising Age, March 8, 1954 


Dairymen Predict | 
$54,000,000 Drive 
for Milk Products 


CuHicaco, March 2—A total of| 
about $54,000,000 will be spent 
in 1954 to convince the consumer | 
he should be using more milk and) 
milk products, the American Dairy | 
Assn. calculates. 

Of this total, the association it- 
self will spend $2,000,000, manu- 
facturers of 34 food products which 
will tie in on year-round promo- 
tions will spend about $16,000,000, 
and local milk companies and food 
distributors will spend an esti- 
mated $36,000,000 at local levels. 
The latter figure is based on nor- 
mal. promotion expenditures of 
foods at the rate of three-fourths 
of a cent per dollar of sales. 

Also cooperating in the year’s 
activities are the Milk Industry 
Foundation and International Assn. 
of Ice Cream Manufacturers. 


® The dairy  association—with 
Campbell-Mithun, Chicago, hand- 
ling the drive—is scheduling pages 
for seven promotions during the 
year in Life, Look, American 
Weekly and several Sunday sup- 
plements in addition to its spon- 
sorship of the Bob Hope radio show 
and the Bob Crosby show on tv. 

A “Cottage Cheese and Peaches” 
promotion is scheduled for the 
Lenten season; “Milk and Cereal’”’ 
for the end of March; “Milk Festi- 
val” for the beginning of May; 
“Cream and Berries” for the end 
of May; “Milk ’n Donuts” for late 
September and early October; 
“Eggnog” for the Christmas season 
and “3 Glasses” on a year-long 
basis. 

Main anchor for the promotion 
will be a call for both children and 
adults to drink at least three glass- 
es of milk a day. Since most chil- 
dren already do that, copy will be 
directed at the adult. 


s Here are some slants the as- 
sociation’s copy will take during 
the year: milk before bed permits | 
better sleep; the milk habit pro- | 
motes relaxation; three glasses of | 
milk a day will help end calcium | 
starvation from which a large seg- 
ment of our population is suffer- 
ing; milk should definitely be a| 
part of reducing diets. | 


Old ‘Baseball’ Is 
for Sale at ‘Very 


Attractive Terms’ 


New York, March 2—Baseball | 
Magazine, founded in 1908 and for- 
merly published by Baseball Mag- 
azine Co., Hackensack, N. J., is be- 
ing offered for sale by the Harris 
Press here. 

The property, together with a 48- 
year old baseball library and pic- | 
ture morgue, is being offered at 
“very attractive terms.” At the 
Harris Press, AA was told that the | 
printer would dispose of the pub- | 
lication for $5,000, plus a printing | 
contract. 

The original owners of the mag- | 
azine died several years ago. The. 


| mee — 
S ° 4 
‘ od j i 
eect fot teres « Aas bee a“ oa ee 
ike lemon and Ash * 
s 


TASTERS—Sunkist officials taste a lemon pie made from a recipe developed in 

its Consumer Service division kitchen. Left to right are Don Anderson, secretary; 

R. S. Simmons, assistant advertising manager; Russell Eller, advertising manager, 
and Mrs. Gertrude Austin, director of the division. 


Detailed Consumer Service Division Helps 
Sunkist Growers Promote Citrus Products 


Los ANGELES, March 4—Russell 
Eller, advertising manager of Sun- 
kist Growers, has a function most 
admen might find foreign to their 
experience—he’s responsible for 
the operation of the co-op’s home 
economics division, known as Con- 
sumer Service. 

Mr. Eller has this function, he 
told AA, because he believes an 
ad manager should be responsible 


for every activity that informs the) 


public and helps create acceptance 
for Sunkist products. 

The Consumer Service division 
is headed by Mrs. Gertrude Aus- 
tin, who reports to Mr. Eller. Her 
division has two “interests,” Mr. 
Eller says: (1) To advance the ac- 
ceptance of citrus as a commodity 
regardless of origin, and (2) to 
try to add specific values to the 
Sunkist name, as far as it is ethi- 
cally possible. 


# In general, the activity of the 
Consumer’ Service’ division is 
based on current advertising strat- 
egy and marketing plans, starting 
with the first stages of campaign 
planning. In the lemon campaign, 
for example, the objective is to 
stress the use of lemon with fish 
and in the making of lemon pie. 
With this in mind, Consumer Serv- 
ice develops a variety of recipes 


re 1 
) 


+ Sunkist has had a home eco- 
j;nomics operation since 1935. The 
f co-op executives feel that it ren- 
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property was bought about two) teil eawe 
and a half years ago for $48,000 weov5 


by a man named Frank Asher, who | 
allegedly operates a chain of clean- 
ing and dyeing stores. No addi-| 
tional details about Mr. Asher | 
could be obtained. 


His interest in the publicaticn! @ 


lapsed about a year after he had 
purchased it, AA was told. Harris 
Press holds an unpaid printing bill | 
for $33,000, has taken over the en- 
tire property, and is trying to dis- 
pose of it. 


Hayr Appoints Kelly V.P. 
Al R. Kelly, formerly sales and 
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KITCHEN-TESTED—A typical Sunkist Grow- 


which can be promoted in the 
drive. 

The recipes must be fool-proof 
and practical, and known to be 
acceptable to food editors and the 
public. They are developed in Sun- 
| kist’s two completely equipped test 
| kitchens. 
| The Consumer Service division 
also checks material offered in ad- 
| vertising. The agency may prepare 
'the copy, but since it is going to 
consumers, it is checked by a staff 
member. 


® As advertising and promotion 
get under way, news releases go 
out as supplementary support. 
Eight exclusive stories and pictures 
are sent each year to a list of 300 
daily newspapers. To avoid dupli- 
cation and keep material required 
at a minimum, the 300 papers are 
divided into five lists, so that a 
total of 40 “exclusives” each year 
will service all papers. 

In addition, continuing contact 
is kept with magazines which get 
material initiated for them or pre- 
pared upon request. Similarly, ex- 
| clusive material is prepared for 
/news syndicates and services and 
for radio and television stations. 

The material is always designed 
to ‘further Consumer  Service’s 
position as an authority in the food 
field. The division has found that 
its material gets its widest use 
when it includes related but non- 


| competitive foods and brand-name 
| table accessories. 


| ® As a guide in the preparation of 


usable material, Sunkist sends a 
questionnaire each year to all its 
news sources, for particulars about 
|the type of material desired and 
| what kinds of pictures are wanted. 


ders a public service in helping 
millions of women with its food 
information. 


| CBS Forms Export Division 


| Columbia Broadcasting System, 
‘New York, has set up a new di- 
vision to handle export sales of 
the various products of the man- 
ufacturing divisions of the com- 
|pany. The division will be known 
as CBS International. Lewis Gor- 
‘don, formerly in charge of the 
foreign department of Sylvania 


| Electric Products Inc., has been 


named president of CBS Interna- 
tional. 


‘Patio Wood Names Meany 


Philip J. Meany Co., Los Angeles, 
has been named to handle adver- 
tising and publicity for Patio Wood 


| Products, San Gabriel, Cal. The 


company manufactures redwood 


| products, distributed through nurs- 


eries. 


ABC Appoints J. E. Smith 


| J. English Smith, formerly an 
associate producer for Music Corp. 


ad manager of Angostura Bitters|ers ad for lemons features a recipe for of America, has joined American 


Ltd., has been appointed v.p. and 
director of foreign sales of Hayr 
Chemical Co., Newark. 


lemon pie which has been tested and 
tasted in the co-op’s Consumer Service 
division kitchens, 


Broadcasting Co., New York, as 
business manager of the television 
‘services department. 


Weeks Will Seek ‘Special Authority’ 


from Congress for 


WASHINGTON, March 3—Com- 
merce Secretary Sinclair Weeks 
will go to Congress in the near 
future in an effort to get special 
authority to take censuses of man- 
ufactures, minerals industries, re- 
tailing, wholesaling and _ service 
trades covering 1953. 

These studies have been urgent- 
ly recommended by a committee 
of experts which has just com- 
pleted an evaluation of the nation’s 
statistical needs. The studies were 
to have been made in 1953, cover- 
ing 1952, but funds were refused 
last summer by an economy-mind- 
ed Congress. 

Commerce officials candidly ad- 
mit that there is no indication at 
this time that Congress is any more 
sympathetic to the government’s 
statistical programs than it was a 
year ago. 


# Only last week, the House ap- 
propriations committee cut heav- 
ily into the Eisenhower Adminis- 
tration’s budget for the Census 
Bureau for the coming year, 
knocking out $650,000 which had 
been earmarked for the annual 
sample survey of manufacturing, 
retailing and wholesaling, and $3,- 
500,000 which was supposed to be 
used for a sample census of agri- 
culture. The manufacturing report 
had been issued annually for the 
past four years. : 
Lothair Teetor, Assistant Secre- 
tary of Commerce in charge of 
domestic commerce, told ADVERTIS- 
Inc AGE today that a determined 


Business Censuses 


effort will be made to induce the 
Senate to restore the census bud- 
get. Officials are particularly dis- 
turbed over the loss of the sample 
censug of manufactures. ‘Unless 
this sample census is continued on 
an annual basis,” the special evalu- 
ation committee had said, “Con- 
gress will have to consider a full 
census of manufactures every two 
years, instead of every five years 
as presently authorized.” 


ws The evaluation committee re- 
port, prepared under the direction 
of Dr. Ralph Watkins, director of 
research for Dun & Bradstreet, 
consisted of a 100-page printed 
analysis of the nation’s statistical 
needs—plus more than 900 pages 
of exhibits—indicating the posi- 
tion of individual businesses and 
organizations in support of various 
phases of the census program. 

In an effort to demonstrate the 
importance of good statistical re- 
porting to the U. S. economy, the 
evaluating committee pointed out 
that “the level and direction of 
change” depends on myriad de- 
cisions by millions of individuals, 
firms and organizations. 

“Every one of these decisions 
must be based on information, 
good or bad. In the main they are 
no better than the information on 
which they are based.” 


s The fact gathering programs of 

the Census Bureau do not gather 

statistics merely for statistics’ sake, 
(Continued on Page 66) 


Recipe for Low-Budget Political Campaign: 
Advertising—and a Popular ‘Brand Name’ 


Cuicaco, March 3—Dr. George 
Crane, a syndicated columnist 
writing in the psychology field, 
has a special problem on his mind 


this spring: His brother, John B. | 


Crane, seeking the Republican 
nomination for U. S. Senator in 
Illinois, and Dr. Crane is his lead- 
ing supporter. 

The problem for the doctor is 
aggravated by the need to make 
his brother’s candidacy stand out 
in a record field of ten Republi- 
cans—and until just recently by 
the fact that John Crane was a 
“shadow candidate,” tied up as a 
foreign correspondent covering the 
Berlin conference. 

With all this well in mind, Dr. 
Crane has been directing a politi- 
cai campaign which is so embedded 
in advertising that, as he expressed 
it to ApveRTISING AcE: “If John 
should win, it will be a tribute to 
the political power of sheer ad- 
vertising.” 

Candidate John B. Crane got 
his kickoff in absentia two weeks 


Release-of-the-Week 


Dear Sir: 

The 1954 pocket supple- 
ment to the Wisconsin Daily 
Newspaper League book, 
“Wisconsin Laws Affecting 
Newspapers,” was recently 
sent to you. 

It has come to our atten- 
tion that as to some of the 
earliest copies of the book at 
least, the pocket supplement 
will not fit in the pocket. If 
the supplement will not fit 
in your book, please cut off 
about three-fourths of an 
inch from each side of the 
cardboard backing of the 
supplement. It should then 
fit very well in the pocket 
of the book. 


—Wisconsin Daily Newspaper 
League, Racine. 


ago when his brother placed ads 
in the Chicago Daily News and 
Chicago Tribune. The lead in each 
of the 250-line ads was: “Dr. 
Crane Needs Helpers’”—a pitch 
for support from readers of his 
two columns. 


s “If you read my ‘Worry Clinic’ 
column in this popular newspaper,” 
he told News readers, “‘let me in- 
troduce my _ brother—John B. 
Crane.” In the Tribune, copy was 
the same, but the reference was to 
Dr. Crane’s other column, “Test 
Your Horse Sense.” 

The rest of the ad was devoted 
to background on the candidate 
(currently a correspondent for the 
Hopkins Syndicate) and a call for 
“charter members” of the “Crane- 
for-U.S.-Senator Club.” At the 
bottom was an “enroll me” cou- 
pon and a note referring to an- 
other Crane ad operation—a five- 
minute daily psychology stint on 
local radio station WJJD. 

The latter is not a regular op- 
eration for the psychologist; he 
bought the time strictly as a cam- 
paign operation. Similarly, he 
wrote the copy for the newspaper 
ads, though both time and space 
were placed through an agency, 
Commercial Broadcasters, Chicago. 


s The program, Dr. Crane told 
AA, consists of four minutes of 
“practical problems in psychology” 
and a one-minute spot plugging 
his brother’s campaign. As with 
the newspaper ads, Dr. Crane 
hopes to take advantage of the 
drawing power of his own name 
in the features field—he is syndi- 
cated in 17 newspapers in Illinois 
alone. 

“Unlike some of the other candi- 
dates, we didn’t have to start with 
an unknown brand name and then 
build up consumer acceptance,” he 
explained. 

Dr. Crane added that he had 
some troubles getting radio time. 
Most stations, he said, have strict 

(Continued on Page 67) 
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Post Office Raps Postmasters on Knuckles 
for Service Slowdown Found by Newspapers 


WASHINGTON, March 4—Assist- 
ant Postmaster General Norman 
R. Abrams acknowledged today 
that postal service in many of the 
nation’s largest cities is not as 
good as it ought to be, and he is- 
sued a warning to postmasters and 
supervisors to speed up d ries 
“or face prompt and severe dis- 
ciplinary action.” 

His statement in “The Postal 
Bulletin,” the official internal 
publication of the Post Office De- 
partment, reflected the embar- 
rassment that has been felt at the 
department’s headquarters as a 
result of surveys which were con- 
ducted recently by the Chicago 
Tribune and the New York Times. 


a Instead of showing improved 
service since the arrival of the 
Republican headquarters team at 
the department, the Chicago Tr:b- 
une test showed that the average 
time required to transmit mail 
has actually increased about four 


hours compared with the time re- 
quired about a year ago. Th« 
Vew York Times survey showe:< 
‘hat less than half the letter: 
mailed in a survey of service in 
he New York metropolitan are< 
were delivered within 24 hours 
The Times report said there did 
not appear to be any pattern to 
he delays. Or any steps that a 
letter writer could take to assure 
overnight service. 


s In his statement to postmasters 
and supervisors, Mr. Abrams said 
“From tests which have been made 
at widely separated cities it is 
evident that the collecting, post- 
marking, dispatching, transport- 
ing and delivery of mail matter is 
not being given the intelligent, 
constant supervision and attention 
that is absolutely necessary in or- 
der to avoid delays.” 


He said there are reports that | 
letters are permitted to remain in) 


letter drops at post offices for 


several hours before being post- | 
marked; that collections are not 
ways scheduled to the best ad-'| 
vantage, and that letters arriving 
ate at night or early in the morn- 
ng are not accorded delivery on 
he merning carrier trip, either 
dusiness or residential. 


“The irregularities, failures and | 


lelays,” he wrote, “relate to post 
ffices in large cities and to post 


offices in smaller towns. Nor are) 


hey confined to any particular 
section of the country.” 


Seek to Curb Liquor TV Ads 


A bill introduced in the Michi- 
gan legislature seeks to forbid 
elevision commercials which show 
people drinking alcoholic bever- 
ages. A liquor, beer cr wine man- 
uiacturer or retailer who permitted 
such an ad would have his liquor 
license revoked. 


Masonite Names Hurley A.M.) 


James H. Hurley has. been 
named advertising manager of 
Masonite Corp., Chicago. Freeman 
E. Fish has been named sales pro- 
motion manager. 


Advertising Age, March 8, 1954 
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| Muntz’s old friend is owed $422,- Delivery horse makes fast come- 
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ing increases prices of washday 
products 
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A Seagram Martini is a 


Golden DRY Martini... 


DRY as dry can be 
and smoother, too! 


The Golden Touch 


of Hospitality 
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DISTILLED Lule 


in 


SEAGRAM-DISTILLERS CORPORATION, NEW YORK CITY. 90 PROOF, DISTILLED DRY GIN, DISTILLED FROM AMERICAN GRAIN 
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Philadelphia, famed for Independence Hall. ice cream, the 
Main Line—and much more—is making a name for itself 
in many new directions. 


Today, Philadelphia is this giant new air terminal, the 
most modern in the nation . . . new steel mills and hundreds 
of other industries, going full blast . . . new homes, dotting 
last year’s fields. Big things are happening all over the 
14-county Greater Philadelphia Market. 


Today, as yesterday, Philadelphia is millions of ambitious 
people, most of whom own their homes and are here to stay. 
Once sold on your product, they'll buy it again and again. 


The Evening and Sunday Bulletin serves this growing 
Market, reflecting the character, needs and interests of the 
busy, prosperous people of the entire region. 


The Bulletin is Philadelphia’s favorite newspaper. Every- 
where, Philadelphians buy it, read it, trust it and respond 
to its advertising. 


The Bulletin is Philadelphia. 


In Philadelphia nearly everybody 
reads The Bulletin 


Advertising Offices: Philadelphia, Filbert and Juniper Streets; New York, 
285 Madison Ave.; Chicago, 520 N. Michigan Ave. Representatives: Sawyer 
Ferguson Walker Company in Detroit * Atlanta * Los Angeles * San Francisco 
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Old Complaints Revived as Educators and 
Publisher Recite the Sins of Advertising 


(Continued from Page 2) 
ing against these charges. 


| there, for having a prominent per- 
| son—whether it be a woman or a 


Mr. Gamble answered, “Adver- man—an athlete or some other 
tising is communication between type of person who says that she 


people who have something to sell 


owes everything to a certain type 


and people who they hope will| of cigaret when in fact she doesn’t 
buy. And like all human activities, smoke and does it for a $1,000?” 


there is sometimes exaggeration | 
and advertising people would be/ long had in our code the principle 


the first, and are the first, to admit | 


that and try to bring about less 
-exaggeration in advertising be- 
cause we think it’s better selling, 
better communication....” 

Mr. Garrity snapped back with, 
“There still isn’t any excuse, is 


Mr. Gamble replied, “We have 


that you should use no testimonials 
except those of a competent wit- 
ness.” 


# At this point Mr. Burt halted 
the exchange and called on other 
members of the panel for com- 
ments. Dr. John K. Norton, of 
Columbia University Teachers Col- 
lege, saw improvement of adver- 
tising standards as an educationa' 
job. Frank L. Howley, vice-chan- 
cellor of New York University, 


| Dr. Norton continued, “One of | 


| the constructive factors that’s com- 


terms of what he really wants and 


what he will buy ahead of 
time..." 
Mr. Howley suggested: “The 


most effective way to combat of- 
fensive or bad advertising is not to 
buy the product and if you’re 
energetic enough, write a note to 
the manufacturer and say, ‘I don’t 
trust your product because I don’t 
trust your advertising.’ ”’ 


s Dr. Norton directed a couple of 
criticisms against broadcast ad- 
vertising: 

“T can think of one thing that 
always arouses my risibilities,” he 
said. “You’re listening to a nice 
program on television, for exam- 
ple, then the advertising comes up. 
They step up the volume three or 


four cycles, blow you out of the 


defended exaggeration in adver-|room and usually they blow me 
tising as being good “in some) off of the whole program... ” 


| | cases.” 


“Another thing that I question 


Your Industrial Advertising 
Avoids a Serious Deficiency 
at time & point of purchase contact, 
when it appears in T. R! 


10,801 ADVERTISERS 


are now using 


40,406 ADVERTISEMENTS 


in the 1954 - 44th annual edition of THOMAS REGISTER. This “fabulous” Industrial Advertising 
patronage has broken all previous records—it is built upon long cumulative advertiser experience, 
emphasizing the obvious fact that it pays to advertise any product in the place where prospective 
Buyers of Products habitually look for advertising, and it largely substantiates the following facts: 


1—Thomas Register Paid Clientele is not effectively 
reached at moment of buying interest by any 
other Guide or other publication of any kind— 
ABSENCE OF ADVERTISING FROM THOMAS 
REGISTER MEANS SERIOUS DEFICIENCY IN 
COVERAGE OF ANY INDUSTRIAL ADVER- 


TISING PROGRAM. 


2—lIndustry at large pays more subscription dollars 
per year for Thomas Register than is paid per year 
for any other Weekly—Monthly—Annual or other 


trade publication of any kind. 


T. R. READERSHIP Z!eIR© T.R. BUYERSHIP ‘}OO* 


Tt Really Pays to Advertise in... 


THOMAS 
REGISTER 


96% PAID CIRCULATION 


Thomas Publishing Company 
461 Eighth Avenue, New York 1 


3—The paid circulation of T. R. includes more than 
60% of the total U. S. Industrial Purchasing Power. | 


4—When they are purchasing minded and interested 
in available sources of any products, T. R. Paid | 
Clientele as a rule refer exclusively to Thomas _ 
Register for the most complete picture of available 


sources for the product in mind—They have paid 
the substantial T. R. price to secure this particular 


service. 


attention. 


5—Prospective buyers look in T. R. for descriptive 
advertising of the product in mind—Such adver- 
tising secures immediate prospective purchaser 


ing into advertising is their tend- | 
ency to investigate the consumer in | 


ELLIS L. REDDEN, formerly director of ad- 

vertising and sales promotion for Motorola 

inc., Chicago, has been named director of 

advertising, sales promotion and training 

for Magnavox Co., Fort Wayne, effective 
March 22. 


very. seriously,” he continued. 
“Here is a man who is a news 
broadcaster. I don’t have in mind a 
commentator who’s supposed to 
give opinions, but he’s supposed to 
give a straightforward statement of 
the news. He swings from the news 
without any inflection or change of 
inflection into an ad. Can you trust 
a man who at one moment is 
giving an objective presentation of 
the news and the next minute is 
trying to put over something on 
you in advertising?” 


# Dr. Norton had a word of praise 
for “programs of the type that Ed 
Murrow puts on, for example on 
the Alcoa hour... where’ you 
‘really get some information. The 
‘advertising is quite as interesting 
|as the program itself,” he said. 

When asked if the advertiser’s 
sales pitch takes up too much time 
on the average radio or tv program, 
Mr. Gamble said: 

“That’ss a very large problem. 
If you’re dealing only with the 
length of the commercial, that is, 
the length is specified in the code 
|and the code is pretty well lived 
up to, except perhaps by some of 
the new stations....” 


Hoe Elects Mooney Head 


James D. Mooney, former presi- 
dent of Willys-Overland Motors, 
' Toledo, has been elected president, 
| chief executive officer and a di- 
| rector of R. Hoe & Co., New York 
printing press maker. He succeeds 
Arthur Dressle, who has retired. 


Names Newspapers South Inc. 


Newspapers South Inc., Mem- 
| phis, has been named to represent 
the Daily Herald, Biloxi-Gulfport, 

Miss., nationally, effective April 1. 
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Douglas Will Spend 
$1,200,000 on Four 
Aircraft Ad Drives 


SANTA Monica, March 4— 
Douglas Aircraft Corp. will chan- 
nel its i954 advertising budget of 
$1,200,000 into four separate cam- 
paigns—consumer, military, trade 
and international. 

The biggest campaign, with a 
budget of $475,000, will run in 
Collier’s, Holiday, Life, The Satur- 
day Evening Post, Sunset and The 
New Yorker. All ads will be in 
color. Each publication will carry 
a spread, with the remainder of the 
schedule varying in each magazine. 

Most of the ads will feature the 
DC-7 airplane, but some attention 
will be given the DC-6B. 

The campaign theme 
these Douglas planes 
“fastest and finest.” 


is that 
are the 


® As in past years, campaign ob- 
jectives will reflect desires of air- 
lines using Douglas planes. With 
air travel widely accepted, the air- 
lines have asked for competitive 
ads, rather than those selling only 
plane travel. Copy therefore will 
emphasize equipment in terms of 
comfort, convenience and luxury. 

The military campaign, with a 
budget of $300,000, will run in 
Newsweek, Time, and U. S. News 
& World Report. Each magazine 
will carry 13 pages in color. The 
campaign will tell about planes 
being made for the Army and Air 
Force, and other work—such as 
missile research—now being done 
by Douglas. Objective of the ap- 
proach is to inform the public what 
it is buying with tax money and to 
point out the economies of Douglas 
aircraft. 

Black-and-white adaptations of 
the military campaign primarily, 
will be used in the trade publica- 
tion campaign. The latter has a 
budget of $85,000 and includes 18 
aviation and military aviation pub- 
lications. Most publications will get 
13 insertions. 

The international campaign will 
appear in overseas editions of Life, 


| Newsweek, Reader’s Digest, Time 
iand in other magazines. In foreign 
| cities served by airlines using 


| Douglas planes, small space news- 
"paper ads will run weekly for a 
| year. 


_ J. Walter Thompson Co., Los 
Angeles, is the Douglas agency. 


IDEAL FOR 
SMALL USERS 
Fo: a limited num- 


with 


KS . 


Roto-Vue 


ber of outlets you 
will find Roto-Vue 
more economical to 
use than litho- 
graphed material 
which is usually 
bulky and requires 
large runs for 
economy. 


Sales Representa- 
tives Wanted — 
| Select Territories 

Open. 


ad-color 


photo corp. 


650 S. Arroyo Pky 


Day or night — in trade shows, store win- 
dows or on the counter, ROTO-VUE puts 
full color plus appetite appealing action 
into your sales messcge in the “last three 
feet’! Resembles smart table lamp in grey 
hammertone finish. Revolves 4 times per min- 
ute. Your own transparencies or a choice 
of beautiful stock transparencies 


COMPLETE TRANSPARENCY AND 
COLOR PRINT SERVICE 


Ad Color Photo Corp., 650 S. Arroyo Parkway 
Pasadena, Calif. AA-l 


Please rush prices and literature. 
Name. 


Address 


Pasadena, Calif. City Zone......State | 
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basket. A man who has to put all 


his eggs in one basket picks the basket 
with particular care. What about com- 


panies that can advertise in only one 


national magazine? More of them pick 


The Saturday Evening Post than any 
other weekly. No other has the Post’s 
record for establishing brand names, 


B® brand loyalty and sales leadership—an 


ability that has never [p@@yp sau 


FOR THE REDS 


By William A. Utenan | 
March 6.1954 . /5¢ sania iota pie 


ee 


B been greater than it is 


today. The Post gets to 


the heart of America. 


A CURTIS MAGAZINE 
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to increase sales...and decrease costs 


advertise more in newspapers in 54 


because... 


The average family spends more time today than ever before reading 
newspapers! 

A newspaper is the only advertising medium which enters the home 
daily, under conditions that permit examination by every member of 
the family, at a time of his or her own choosing. 

TV or no TV: People who own TV sets spend as much time or more, 
reading daily newspapers as they did before buying a set! 

A newspaper advertiser can reach about 12 families for the price of 
a postcard—2¢. 


Published in the interest of all newspapers by 
Moloney, Regan & Schmitt 
Representing Newspapers Only 


(Continued from Page 1) 
color receiver. (2) They will not 
buy a color receiver with the 
equivalent of a 12%” picture. (3) 
They will not buy a color receiver 
with only two hours of color pro- 
gramming available weekly—and, 
less in some areas. (4) They will 
not buy a color receiver requiring 
a service contract which costs be- 
tween $250 and $300 a year.” 

Mr. Abrams indicated that his 
thinking was greatly influenced by 
“the recent widely-advertised deal- 
er showings of color receivers in 
'New York, attended by thousands, 
at which it was reported that only 
one color set was sold.” 


| 

's Other manufacturers greeted 
Emerson’s announcement coldly. 
Most refused to comment on the 
plan, but the inference was that 


time all 


“— 


Tuesday, March 30th, 


THE BIGGEST 
AND ONLY 
NATIONAL EXHIBIT 


MERCHANDISING 
DOOR 


purchase advertising. 


EXHIBITS 


Join the more than 10,000 
advertising and sales executives 
who will save valuable time by 
viewing in one place at one 


that’s new in point-of- 


10 AM. to 5 P.M. 


ene March 3st, 10 A.M. to 8 P.M. 
Thursday, April Ist, 10 A.M. t to 6 P.M. 


FORUMS 


PRIZES 


aun 30, 31, APRIL 1 


Py se 


NEW YORK CITY. 


qt CYCig 
a) % 


16 East 43rd Street * New 


each. Hotel Statler Grand Ba 


April 1, 1954. 


© NAME ........ 
bad 


» 
« COMPANY .... 


THIS ANNOUNCEMENT SPONSORED BY MOUNTERS AND SUPPLIERS OF THE POINT-OF-PURCHASE 


GENTLEMEN: Please send the following tickets: 
April 1 Symposium Tickets, including Luncheon at $6.50 


FREE Tickets for admittance to Exhibit of Point-of-Pur- 
chase Displays. Good all three days—March 30, March 31, 


A feature of this year’s Symposium and Exhibit will be two forums: 


March 30th, 9 A.M. to 12 Noon—A panel of top 
advertising agency men will tell how they handle 
point-of-purchase display material, the effecticeness of 
this material, how it is created, how it is distributed 
and many other pertinent facts. 


bata Sere ee Ce.” | March 31st, 9 A.M. to 12 ‘rom dierent composed of 


. leading retailers and ‘manufacturers from different industries 
© a will discuss the pros and cons of display material and display 
\ merchandising so that you can profit from their experience. 


POINT-OF-PURCHASE ADVERTISING INSTITUTE, INC. 


York 17, New York 


. My check is enclosed. 


Advertising Age, March 8, 1954 


Westinghouse Tries to Sell Color TV; 
Emerson Follows with Rental Plan 


they regard it only as a publicity 
stunt—at least until Emerson dis- 
closes just how much it proposes 
as the rental fee. 

Robert W. Galvin, exec. v.p. of 
Motorola Inc., however, had this 
to say: “The Emerson leasing plan 
for color television sets is an in- 
teresting experiment. We have no 
plans at Motorola to lease color 
television sets. When the time 
comes that we are ready to take 
color television sets into the mar- 
ket place, we expect to be’ able 
to sell them.” 

Indications are that if Emerson 
expects to make any money by 
renting color receivers, the rental 
fee will scare off most people who 
now are willing to consider the 
plan. 


= Most tv manufacturers believe 
that color sets with 12%” pictures 
will depreciate from 75% to 100% 
in one year. “You can’t give away 
a 12” b&w set now,” commented 
one spokesman. 

If Emerson can make a color 
set for $700, depreciation alone 
would total at least $500 the first 
year, according to its competitors’ 
reasoning. Add servicing costs (at 
least $230, according to Mr. Ab- 
rams) and interest (another $35 
or so), and Emerson would have to 
recover nearly $800 a year rent on 
each set. This would require a 
monthly rental above $65 a month. 
Anything less would cost Emerson 
money. 

A company with a fine sense of 
publicity timing, Emerson last 
October demonstrated a 16” color 
set which Mr. Abrams described 
as the “first commercial compatible 
color television receiver styled for 
home use and designed for mass 
vroduction.” At that time he said 
it would sell for $700 and could 
be put into production “within 
weeks” after an FCC okay of the 
ill-industry system. 


2 An Emerson spokesman said 
this receiver had been demon- 
strated at store showings but none 
had been sold. 

in July, 1951, and again in April, 
1953, Emerson ran ads offering a 
full price credit on Emerson b&w 
sets toward a color tv receiver of 
any brand. So far nobody has 
asked the company to make good 
oan this offer. 

Commented an Emerson execu- 
tive, “Mr. Abrams is a_ smart 
scokie. He knew there would be 
no mad rush to color tv and that 
he wouldn’t be throwing Emer- 
son’s money away.” 


CROSLEY PLANS 17” 
COLOR TV FOR FALL 

New York, March 5—Avco Mfg. 
Corp.’s Crosley division, angling 
for number one position in the 
big-picture color tv set race, an- 
nounced yesterday that it plans to 
introduce a 17”-screen receiver 
this fall. 

If it meets the planned schedule, 
Crosley should scoop the field. 
Most other tv firms are planning 
to start out with an 11%” picture 
screen of the RCA order, though 
both CBS and RCA are reported 
to be working hard on a 19-incher. 

Crosley said its sets will be 
equipped with the Lawrence color 
tube, a development of Chroma- 
tic Television Laboratories, Para- 
mount Pictures Corp. affiliate. 
Heretofore, this has generally been 
described as producing a 12x16” 


nee (AA, Jan. 25). 


‘Distributes Peggy Sage Line 


Marcy Chess Inc., New York, 
jnee become sole distributor in the 
U. S. for the Peggy Sage cosmetic 
\line. Distribution will be handled 
leailed the name of a new company 
called Peggy Sage Corp., New 
‘York. 
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fun and profit from unscrambling and identifying your brand 
name. Oregon Journal readers are studying labels on their grocer’s 
shelves and in their kitchens. 

They’re all playing The Journal’s new “Tangle Brands” game to 
win the $10,225 in prizes. Each day they excitedly wait for the next 
puzzle, sure they’re closer to owning that new car or taking that 
long-awaited vacation. And every puzzle they look for is based on 
a regular Journal advertised brand. 

This is only one way The Journal brings Sales Action for your 
product in the Portland market...another reason this newspaper 
is No. 1 in Oregon’s food linage picture. It’s Portland’s ONLY 
major evening newspaper...and in Portland, EVENING time is 
READING time.* Be sure your product reaches these brand con- 


scious Journal readers. 


The man who knows Portland ALWAYS schedules... 


The OREGON JOURNAL 


EVENING and SUNDAY 4. >a 
HOME OWNED, CONTROLLED, EDITED Ae J t 


Represented Nationally by O'Mara & Ormsbee, Inc. 
Member Metropolitan Comic and Pacific Sunday Magazine Groups. 


* g out of every 10 Portland families get their paper in the evening. 
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| or an insurance policy | 


American Aberdeen Angus Breeders’ Assn. 
American Cheviot Sheep Society 
American Guernsey Cattle Club 
American Hereford Association 
American Jersey Cattle Club 
American Milking Shorthorn Society 
American Poiled Hereford Association 
American Shorthorn Breeders’ Association 
Ayrshire Breeders’ Association 
Hampshire Swine Registry 
Holstein Friesian Assn. of America 
Red Poll Cattle Club 

Percent of linage 

Percent of dollars 

Associations carried 

Exclusive accounts 


recent issue of the magazine. 


The New York Life Insurance Company advertises regularly in Country 


Gentleman. 


tel 


prefer purebred stock and have the money to buy it. 
Here is how the breed associations place their national farm advertising: 


{ 


LED EET NE OTE Ay Se OO ee FO SR ER 8 ere eet Ne ee ces 


| Livestock Breed Association National Advertising in 1953 


“ 


Livestock breed associations want to reach farmers—the best farmers who a ey We 


Most-read magazine _ 
in the top-layer homes 
of a 40- billion-dollar 
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A New York Life Insurance Company agent reports that he has written 
$130,000 worth of business on a Country Gentleman farm family featured in a 


A Curtis publication * Circulation now more than 2,600,000 
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When Things Really Move... 


) The gentleman who writes the Eye & Ear Department in ADver- 
TISING AGE addressed an open letter to television set manufacturers 
in the Feb. 22 issue of this venerable journal which was slightly bel- 
licose in tone. 

The Eye & Ear Man insisted that set manufacturers were stalling 
at least a little bit on color set production, that they could turn them 
out if they really wanted to, and that, in quantity, there was no rea- 
son they should have to cost anything near $1,000 apiece. He wound 
up by generously, and offhandedly, assigning the set makers the task 
of turning out 1,000,000 color tv sets this year. 

The set makers promptly tagged the Eye & Ear Man with a variety 
ot caustic labels, which, even though they may safely be repeated in 
mixed society, were not designed to reflect favorably on his acumen, 
his brains, his knowledge or even on his ability to write a column. 

The possibility that a million color sets will be turned out this year 
is fantastic, the manufacturers all agreed. In the first place, there are 
no color tubes available; in the second, third and fourth places, it 
simply can’t be done. 

We know nothing whatever about the availability of color tubes, 
and even less about the manufacture of television sets, but our strong 
inclination puts us on the side of the E&E Man in this discussion. 
And not merely because he happens to be a contributor to our col- 
umns, either. 

The bottleneck in color tube production, or some other problem of 
manufacturing, may indeed make the E&E Man technically wrong 
in predicting a million color sets in 1954. Maybe it won’t happen until 
1955. But the Eye & Ear Man is still basically right, because he is 
maintaining that when the ball starts to roll, it always gathers much 
more momentum and rolls much faster than anyone originally thought 
it would. 

The difficulties of producing color tubes for tv, or the sets them- 
selves, are always enormous when the producers look at them from 
the front, or forward end. Under the stress of competitive conditions, 
and the compelling magnetism of possible sales visible on the hori- 
zon, yesterday’s bottlenecks have an intriguing and surprising way of 
disappearing. 

They’re a cinch to vanish in color tv, too. The flood gates may hold 
a month or two beyond the E&E Man’s notions, but they won’t hold 
forever—and when they give way, stand back or suffer the con- 
sequences. 


What's Happening to Art? 


It is a little surprising that the five top-flight art directors whom 
ADVERTISING AGE asked to pick the five best campaigns of 1953, from 
an art and presentation standpoint, nominated only 18 different cam- 
paigns between them (if we except three honorable mentions sug- 
gested by John Willmarth). 

Jell-O was picked five times, Life Savers twice, Acrilan twice, 
Morton Salt twice, so that these four campaigns alone accounted for 
11 of the total of 25 choices. 

It is a magnificent tribute to Jell-O advertising, and to the men 
who turn it out, that the ads should get so near unanimity in a group 
of five art directors, each of whom made his choices independently; 
and the others which were picked more than once are also to be 
especially congratulated. 

But we are nevertheless somewhat disappointed. We believe, some- 
how, that it would augur better for the state of health of advertis- 
ing art and layout if our panel of experts had not found it quite so 
easy to agree. We don’t intend to detract even the tiniest bit from the 
glory of the Jell-O ads; they are certainly outstanding. But it would 
have been fun if there had been so many other campaigns of really 
outstanding artistic character that Jell-O would have had a real 
fight on its hands, instead of sort of winning in a walk. 


“On rainy days like this, | always give the reps a break. | let them wait half an 
hour longer to see their man.” 


What They 


‘re Saying 


News About a Cup of Coffee 


/one of the best known firms in the 


One of the most complete and | 
clear explanations of the coffee | 
price enigma—which has promp- 
ted consumer grumbling and con- 
gressional rumblings—was_ con- 
tained in a large advertisement in 
the Citizen...over the signature of 


coffee trade. 

It is worth some further atten- 
tion for two reasons. First, the 
subject of a cup of coffee was giv- 
en informative treatment which 
anyone could understand, from 
the source of the green bean in 
South America to the final re- 
minder that even at today’s high- 
er price per pound coffee is still 
one of the less expensive of all 
beverages—two cups for a nickel. 
Second, the inside story of cof- 
fee contained in a reputable firm's 
advertisements points up some- 
thing else that is often unrecog- 
nized—that newspaper advertis- 
ing is in itself news. Advertising 
represents the news of business 
and trade, information and prices 
on services and products, on new 
merchandise, on special sales of- 
ferings... 

The newspaper’s role is ful- 
filled when it presents the news 
of local and outside occurrences 
and also the “news” of trade 
through advertising. And the ad- 
vertiser does his part in making 
that presentation complete when 
he tells as well as sells his regular 
or potential customers things they 
are interested in—like the story 
of coffee... 

Congress may spend thousands 
of dollars to make a great show 
of getting the facts together on the 
coffee price rise. But to readers 
of the Citizen and other newspa- 
pers which carried the coffee ad 
—‘Two Cups for a Nickel’—the 
story already has been pretty well 


covered. 
—Editorial in the 
Tucson, Ariz. 


“Daily Citizen,” 


Annual Reporting 

The annual report has become 
a thing of beauty and a joy for 
printers. Gone are the days when 
corporation presidents simply sent 
out a terse mimeograph stating 


‘that the company earned so much 
‘last year compared with so much 
the previous year... 

The most complicated, and dull-| 
est, part of any report is the pres-. 


ident’s message. It must strike ex- 
actly the right balance between 


optimism and _ conservatism. If 
things appear to be going too 
smoothly, stockholders may get 


the unthinkable idea that the man- 
agement is overpaid. If difficulties 
are overstressed, they may deduce 
that the job is too big for present 
incumbents. 

The best course is to treat so 
casually or so technically of com- 
pany affairs that no one can figure 
out what happened. In closing, be 
sure to come out strongly against 
communism and high taxes. This 
shows a firm grasp of the foreign 
situation as well as of domestic 


problems. 


—‘Arizona Progress,’’ published by 
the Valley National Bank, Phoenix. 


Attention Comes First 
Remember the words of Julius 
Caesar: “Better be first in a little 
Iberian village than second in 
Rome.” It might be possible to 
dominate any field of advertising, 
of course, by sheer expenditure of 
money. But that would be a 
wasteful way. A proper amount of 
money, plus a few extra pinches 
of ingenuity, should serve to buy 
first-class passage to Rome. When 
we get there, only one thing will 
keep us there long, and that is a 
thoroughgoing and sustained ex- 


cellence of our product. 
—R. R. Donnelley & Sons Co., in a 
brochure anneuncing an_ exhibit, 
“Donnelley Advertising to 1954,’ at 
the Lakeside Press Galleries, Chicago. 


Waiting for Surprises 

... Today the picture is differ- 
ent. The American consumer is 
equipped with more _ possessions 
than ever before, and is almost 
bored with the magic and versa- 
tility of the American production 
machine. It is now difficult to sur- 
prise him. He has seen everything 
and has everything. Now, to rouse 
him out of his lethargy of plenty, 


Advertising Age, March 8, 1954 


| Rough Proofs 


If you’re in doubt as to exactly 
what general advertising is, con- 
sult the records pertaining to the 
activities of General Motors, Gen- 
eral Electric and General Mills. 


“We'll pour over every word of 
it,” says a character in a newspa- 
per promotion ad, effectively visu- 
alizing the idea with a decanted 
bottle. 


The art directors who put Jell-O 
advertising at the top of the heap 
for 1953 were able to describe it 
very succinctly as eye-filling pie- 
filling. 


A premium offer to end all pre- 
mium offers was that of the Nel- 
son Tire & Appliance Co., of 
Rochester, Minn., which sold cof- 
fee at $265 a pound with a GE 
range thrown in. 


Senator Johnson doesn’t like 
Anheuser-Busch advertising on St. 
Louis Cardinals baseball broad- 
casts. 

What’ll 
Pabst? 


you have, Senator— 


An Indiana agency is hopefully 
looking for “a versatile, personable 
writer who can sell, has click 
ideas.” 

That kind of fellow is interested 
in a job? 

” 


According to Fred Cole, who has 
been selling magazine advertising 
for 60 years, a good rep may prove 
to be even more durable than the 
media he represents. 

* 

Cunningham & Walsh _ report 
that all of their execs get practical 
experience every year behind re- 
tail counters. 

And do they still think the cus- 
tomer is always right? 

« 


Cundy Industry is celebrating 
its tenth anniversary by distribu- 
ting to friends and customers ex- 
amples of its favorite products. 

Too bad it isn’t working in the 
automotive field. 


American women who plan to 
travel abroad will buy lots more 
from continental shopkeepers now 
that they can “Go Europe ’N Sign” 
without having to figure dollar 
equivalents for francs, lire and 
marks. 


“Grey Matter” says the radio 
wrist-watch featured by Dick 
Tracy may soon become a reality. 
Jules Verne’s most successful mod- 
ern ecunterparts are the sleuths 
in the comic strips. 

e 


a new brand of salesmanship must | 


be employed to awaken him to 
new needs and new products... 


—James A. Farley, speaking at the | 


New York Sales Executives Club. 


Biggest Problem 
The biggest problem in advertis- 


ing is the problem of establishing 
a meeting of the minds between a 
company’s top men and the sales 


and advertising departments. 
—John Mather Lupton, 
John Mather Lupton Co., New York, 


speaking before the Hartford Adver- 


tising Club. 


American Legion Magazine in- 
sists it isn’t bothered with acro- 
phobia, which, if you don’t have 
la Webster’s handy, is “morbid 
fear of high places.” 

~ 
Now that Illinois has a Repub- 
‘lican governor, the state is giving 
itself a little tourist promotion 
with a line on its automobile li- 


| 


president,, cense plates heralding “Land 0’ 


| Lincoln.” 
Copy Cus 
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According to the economics books, a seller’s 
market exists when buyers reach eagerly fer 
a seller’s wares. 


This happens every day in the Classified pages 
of THE INQUIRER. Classified—that vital testi- 
mony to a newspaper’s power—sells millions 
of dollars worth of goods and services for 
businessmen and individuals every year in 
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THE INQUIRER. That’s one reason THE 
INQUIRER is far out front in classified adver- 
tising in Philadelphia ... just as it is FIRST 
in_ national advertising, retail advertising and 
total advertising. 


Put this selling power to work for you. 
Schedule THE INQUIRER! 


Che Philadelphia Pnguiver 


The Voice of Delaware Valley, U.S.A. 


Oy Mal 


pu 


Population soars in 
DELAWARE VALLEY, U.S.A. 


Up 20% since 1940! That's the in- 
crease in population in the world's 
greatest industrial area. Over 4% 
million people here now...with 5 
million estimated by 1960! 


Exclusive Advertising Representatives : 


NEW YORK 
ROBERT T. DEVLIN, JR. 
342 Madison Ave. 
Murray Hill 2-5838 


CHICAGO 
EDWARD J. LYNCH 
20 N. Wacker Drive 

Andover 3-6270 


West Coast Representatives: 


DETROIT 
GEORGE S. DIX 
Penobscot Bidg. 

Woodward 5-7260 


SAN FRANCISCO 

FITZPATRICK & CHAMBERLIN 

155 Montgomery St. 
Garfield 1-7946 


LOS ANGELES 
FITZPATRICK & CHAMBERLIN 
1127 Wilshire Boulevard 
Michigan 0259 
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The Importance of Good Connections... 
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In radio; any microphone will do. The-difference is where it’s- 


plugged in. For the important thing with a microphone is who’s 
standing behind it. And on the other side, who’s listening. 
Final reports for 1953 show that for the fifth consecutive 
year the most popular performers continued to gather at CBS 
Radio. And the biggest audiences were again out front. 
CBS Radio has three times as many of America’s favorite 
programs as all other networks combined. And 22 per cent more 


listeners than anywhere else. 


ye ee 


" Which-is-why CBS Radio has-the lowest cost-per-thousand in 


all radio. Why it attracts more of America’s Top Hundred adver- 
tisers than any other network. 

In fact, advertisers bought more time on CBS Radio in 1953 
than the year before... giving the network a billings lead over 
its nearest competitor that’s never been equalled: 38 per cent. 

In a medium that already reaches 98 per cent of the U.S.— 


and last year added 12.5 million new outlets—the leader in 


11] RR se CBS RADIO NETWORK 
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Clippings from the business press, 
arm papers and consumer maga- 
zines can keep you posted on what's 
going on. The 2,850 publications we 
read are listed in the 224-page 
Bacon’s Publicity Checker in 99 
market groups. New 1954 Edition. 
Ask for free copy of Booklet No. 55 
“Magazine Clippings Aid Business” 
Order Bacon's Publicity Checker on Approval 
Price $6.00 —it will soon save its cost. 


BACON’S CLIPPING BUREAU 


343 So. Dearborn St., 


Chicago 4 


WHAT'S GOING ON? 


|Gussow Papers Join NBP 
Bottling Industry and Candy In-| 
dustry, Don Gussow publications, 
|New York, have affiliated with, 
National Business Publications, 
Washington. Both are fortnightlies 
and are audited by Business Pub- 
lications Audit of Circulation. 


Four Name Josephson, Gulick 

Josephson, Gulick & Cuffari, 
Montclair, N. J., has been ap- 
pointed to handle the advertising 
for Atlantic Chemical Co., Passaic; 


Clifton Paperboard Co., Clifton; 
Industrial Television Inc., Clifton, 

and Tel-O-Tube Corp. of America, 
East Paterson. 


| Guild, Lodi, 


Krieg to Wine Growers Guild 
Norman J. Krieg has been ap- 
pointed advertising and sales pro- 
motion manager for Wine Growers 
Cal., producer of 


Guild wines and brandies. Mr. 


Krieg was formerly ad manager 
of roger C..’s Fort Wayne 
branch. 


Hanley Co. to Bo Bernstein 
James Hanle: Co., Providence 
brewer of Han!ey’s premium Ex- 
port Lager beer and Hanley’s ale, 
has named Bo Bernstein & Co., 
Providence, to handle its adver- 
tising. Ted Black Agency, Reading, 
Pa., formerly handled the account. 


Wilson to Campbell-Ewald 

A. Hughes Wilson Jr. has joined 
the Detroit staff of Campbell- 
Ewald Co. as an associate account 
executive in the automotive ac- 
cessory group. Mr. Wilson has been 
associated for the past 17 years 
with Geyer Advertising in both the 
New York and Detroit offices. 


Health-Mor to Phil Gordon 

Phil Gordon Agency, Chicago, 
has been named to handle adver- 
tising for Health-Mor Inc., Chicago 
maker and distributor of Filter 
Queen home sanitation systems. 
Cruttenden & Eger Co., Chicago, 
was the previous agency. 
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NOR FOLK LEDGER- DISPATCH 


EVENING EXCEPT SUNDAY 


NORFOLK VIRGINIAN-PILOT 


MORNING AND SUNDAY 
REPRESENTED BY THE JOHN BUDD COMPANY 


| Use of Waxed Paper 


‘| way in April. 


FASHION SHOW—A model shows Jack 

Glass of Pollack Paper Co. one of the ads 

featuring Pauline Trigere gowns which 

will be run by the Waxed Paper Institute. 

The model is wearing the same dress 
shown in the ad. 


Original Fashions to 
Keynote Ads Backing 


CuHicaco, March 2—A _high- 
fashion note will be struck in the 
advertising of the Waxed Paper 
Institute, scheduled to get under 


Color ads, which will appear 
in Life, Parade and This Week 
Magazine, and in_ independent 
newspaper supplements in 11 
cities, will feature original designs 
for gowns and other outfits by 
Pauline Trigere, New York fashion 
designer. Local television and ra- 
dio advertising and a trade cam- 
paign aimed at the baking indus- 
try will back the drive, which the 
institute calls the “largest ever put 
behind waxed paper.” 


= The campaign was detailed in 
a meeting here last week through 
the unusual vehicle of a fashion 
show in which the gowns to appear 
in the ads were modeled for the 
group’s members. 

It is believed that the associa- 
tion of fashion with waxed paper 
will carry extra impact in persuad- 
ing housewives to use more waxed 
paper in baking and for other 
household tasks and to promote 
bread wrapped in waxed paper. 

Ruthrauff & Ryan is handling 
both the advertising and publicity 
for this drive. 


NBP Names Audit Committee 


Arthur H. Dix, v.p., Conover- 
Mast Publications, New York, has 
been nazuied chairman of the Na- 
tional Business Publications com- 
mittee on circulation auditing 
practices. Vice-chairmen of the 
group are Frank O. Rice, v.p., Pen- 
ton Publishing Co., Cleveland; G. 
C. Buzby, v.p., Chilton Co., Phil- 
adelphia; William L. Chapman Jr., 
/exec. v.p., Medical Economics, 
'Rutherford, N. J.; Rufus Choate, 
president, Scott-Choate Publish- 
ing Co., Tarrytown, N. Y.; Ted W. 
Mayborn, publisher, Drilling, Dal- 
las, and Richard P. Smith, exec. 
v.p., W. R. C. Smith Publishing Co., 
Atlanta. 


2 ae 


Wine Firm to Honig-Cooper 

| Gambarelli & Davitto, New York, 
has appointed Honig-Cooper Co., 
San Francisco, to handle its ad- 
vertising effective April 1. Gam- 
-barelli & Davitto, a subsidiary of 
|Italian Swiss Colony, San Fran- 
cisco vintner, markets G&D wines, 
G&D vermouths and Fior di Cali- 
| fornia in metropolitan New York 
|and the Atlantic Seaboard areas. 
| Advertising and merchandising 
plans will be announced later. 


Deming Promotes Two 

| George E. Trisler, assistant sales 
manager, and Robert L. Davis, 
‘sales representative, have been 
‘promoted by Deming Co., Salem, 
O., to sales promotion manager and 
sales manager, respectively. 


WBNS Promotes White 

Don W. White has been promoted 
by WBNS, Columbus, O., from 
merchandising manager to nation- 
al sales manager. 
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Read this extraordinary report of a blunt give-and-take 
interview with Nikita S. Khrushchev — his first talk 
with a Westerner since Stalin’s death 


ow Collier’s publishes one of the most revealing 

documents ever to come through the Iron Curtain. 
It is a frank and uncensored report of a blunt four-hour 
session with Nikita S. Khrushchev—present holder of 
Stalin’s old job as boss of the Communist Party. 


From the interview emerges a fascinating picture of the 
mind and methods of Russia’s No. 2 man. With an apparent 
candor, Khrushchev discloses his opinion of American 
Presidents. He discusses the possibility of war. Gives his 
own opinion of American versus Soviet life. And jokes 
about Senator McCarthy. 


Says Khrushchev: “We Russians have no pretensions 
against the United States. There is no reason for hostility.”’ 


Can we believe him? Does his attitude suggest any change 
in Soviet tactics? Decide for yourself, after you read this 
historic report. Don’t miss FIRST INTERVIEW WITH 
RUSSIA’S NO. 2 MAN, by Marshall MacDuffie. In 
Collier’s, on newsstands now. 


3,000,000 


The Big New 


And be sure to read— 
OUR SCHOOLS-AFRAID TO TEACH? 


What should be taught in the classroom? Is too much time being 
wasted on activities like glee clubs, dancing, making fudge? In an- 
other searching look at our public schools, Howard Whitman de- 
scribes the critical struggle for our children’s minds. 


THE COLLEGE BASKETBALL ALL-AMERICA 


Here are basketball’s super-stars, selected by the National Associa- 
tion of Basketball Coaches. Also the second team and the eight 
District All-Star teams. Who was the Player of the Year? Which 
section dominated the balloting? Look for the answers in the new 
Collier’s. 


A Rising Market for Advertisers 
TOTAL NET PAID* 


3,758,719 
3,686,410 3,668,672 ta 


Changed to 3,396,042 
biweekly 


3,089,118 


Jan. 


Dec. 


COLLIER’S NET PAID CIRCULATION—JULY ‘53—JANUARY ‘54* 
* Publisher's Estimate 


July Aug. Sept. Oct. Nov. 


Collie rs On Sale Now 


The Crowell-Collier Publishing Company, 640 Fifth Avenue, New York 19, N.Y.— Publishers of Collier’s, The American Magazine, Woman’s Home Companion = s]emeeer 
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This 1906 hot rod still tools down the highway at a blazing 
20 mph. We stopped it long enough to get a shot for our 
old cars pin-up collection. 


A million guys head for this feature every month in 
MECHANIX ILLUSTRATED. They’re so fascinated by 
things mechanical they get as big a bang out of a rare old 
timer as a ’54 dream boat. Proof? Couple of issues ago we 
ran an old car contest. 40,000 guys swamped us with 
answers! That, brother, is MI VITALITY. 


The same VITALITY got our busy man of the month in 


a mental-mangle. Should he build the eleven drawer desk 
on page 152, the bunk beds on page 128, or the musical 
rocking chair on page 140? One beseeching look from 
daughter, aged 6, settled that. Two shakes and Joe was 
making with the power tools for his rocking chair lady. 


MI’s VITALITY acts like a catalyst on over a million 
guys. It accelerates their reaction — propels them to their 
car dealers, hardware store, sports shop. These men are 
eager-beaver buyers—and once MECHANIX ILLUSTRATED 
puts an idea in their head about something to try, they’ve 
got insomnia until they go out and buy. 
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RE gp ge 


Well, why shouldn’t MI affect these guys this way? After 
all, they were weaned on MECHANIX ILLUSTRATED. This 
is the book that pioneered the “do-it-yourself” movement. 
This is the book that keeps a guy from sitting on his hands. 
This is the book that’s so loaded with VITALITY it never 
sits still on a newsstand. That’s why smart advertisers 
keep coming back into the book month after month. 


What you want to know, of course, is “will it sell my prod- 


_ uct?” Two answers we can hand you should be convincing 
enough. The first, ask to see our result stories, Second, 
_ try a test schedule. That’ll show you! 


wg = Pie ¢ Pe 


They Build “Em and Fly Em 


You say you'd like te Ry pour ows plane, bet con? afford 
7 Let the EAA help you build your own droam-ship. 


By Jone L Scherer 


anin Titeatiere 
i. J 


“Do-it-yourself” in the wild blue 
yonder! MI tells all about Experimen- 
tal Aircraft Association, a group of 
eager-beaver fly boys who build and 
pilot their own planes. One of the ships 
was built from a design in 1931 
MECHANIX ILLUSTRATED! How’s that 
for VITALITY? 


Musical 
Rocking Chair 


She shall have music whenever she 
rocks. That's Joe’s little rocking chair 
lady giving her doll the sleep treat- 
ment to a nursery tune. She figures Joe 
can build just about anything. He 
probably can, too. After all, he’s been 
reading MECHANIX ILLUSTRATED for 
years. 


one of the Fawcett family... 


HIGH FIDELITY 


The first of & series of artistes 00 bigh Adelity Secceeding storie: wil! 
sever teratebier pictepe speater: ampiific:. ams efre cqeipmcat” 


HH" FIDELITY @ coraunty © taking comleee 
kes at cttomionn theme deve jane = eer com setert Prom virtually bnundveds af 
vats ebrnst 12 phot * 


Mli‘s hep on Hi-Fi! Everyone's talk- 
ing Hi-Fi these days. How many know 
about it? We guarantee a million that 
do. MECHANIX ILLUSTRATED, always 
up-to-date — more often ahead of the 
bunch—explains all about High Fidel- 
ity in a series of articles. 


CLOSE-UPS 


Accurate close-ups that 
will cower the exact etd 
oF your comers lew are 


areured with Mit device 


By Jone l. Hote 


c 


MI makes amateurs look like pros. 
Here’s a helpful hint to movie-makers 
for taking accurate close-ups. 
MECHANIX ILLUSTRATED covers plenty 
of ground in its editorial appeal to 
more than a million men. Photography 
is a popular hobby. with its readers—so 
MI gives them lots of what they want. 
>» 
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serving millions of America’s families 
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Names 3 to Creative Posts 

Kenneth R. Oelschager, former- 
ly a copy supervisor in Campbell- 
Mithun’s Minneapolis office, has 
been named creative director for 
the company’s Chicago operation. 
Frank H. Newton, previously copy 
director at Leo Burnett, Chicago, 
has been appointed copy chief and 
Harry J. Coredesman, formerly a 
supervisory art director at Bur- 
nett, has been named senior art 
director, both at Campbell-Mith- 
un’s Chicago quarters. 


New Sales Opportunities 
for Fishing Tackle and 
Equipment Manufacturers 


Tappan Plans Spring Push 


Tappan Stove Co., Mansfield, O., | 
will launch a series of full and! 
half page ads during March and | 


April, spearheading its spring pro- 
motion. March ads will run in Bet- 
ter Homes & Gardens, 
Gentleman, 
Successful Farming, Sunset and 


Woman’s Home Companion. April | — 


ads are slated for American Home, 
Farm Journal, Household, Ladies’ 


Home Journal, McCall’s, Progres- | 


sive Farmer, and Today’s Wom- 


Country | 
Good Housekeeping,’ 


an. Tappan will also participate in 
six tv network and 11 radio net- ; 


work programs, plus dealer sales . é 


aids. Ketchum, MacLeod & Grove 
is Tappan’s agency. 


Barfield Joins WLEX Sales 


Harry Barfield, manager of 


‘'WWGP at Sanford, N. C., since 
. February, 


1952, has resigned to 


key aeaiers| become director of regional sales 


Reacn: more tnan  10.0u0 
FF sartoe port Sieermen’ Serve the seeds) for WLEX in Lexington, Ky. He 


Write fer facts. 
pres yaaen EWS 


Wilmette, Illinois e@ Phone Wilmette 4714 


has been succeeded by Del Carty, 
former program manager of 
WWGP, who has been commercial 
manager of an Annapolis, Md., 
radio station since leaving San- 


ford a year ago. 


BARNEY CORSON, director of merchandis- 

ing, has been promoted to advertising man- 

ager of Tidy House Products Co., Shenan- 

doah, Ia., and will supervise all of the 

company’s advertising, sales promotion and 

merchandising. Mr. Corson succeeds K. C. 
Titus, who has resigned. 


Stevens Joins Langeler 
Carleton H. Stevens Jr., formerly 

with City Printing Co., New Haven, 

Conn., has joined Langeler Adver- 


tising Agency, New Haven, as v.p. 


Burglary alarms and night watchmen are no assur- 
ance you won't be robbed—hence burglary insur- 
ance. Modern presses, good paper and ink are also 
no assurance your product won’t be poorly repro- 


duced in magazines—hence Reilly Electrotype re- 
production assurance. 


With Reilly Electrotypes, your product is assured the 
best possible showing in print. So why rob yourself 
of selling impact... why lose the value of your 


initial advertising outlay with inferior plates? Why 
—when you can get this electrotype reproduction 
assurance for just a few cents more than you’d pay 
for the most ordinary electro. 


YOU CAN REALLY RELY ON 


Other Divisions of Electrographic Corporation: American Electrotype, San Francisco; Advance-Independent Electrotype, Indianapolis; Lake Shore Electrotype, 
Chicago; Michigan Electrotype, Detroit; New Haven Electrotype, New Haven; Reilly Plastictype, Los Angeles; The Wrigley Company, Atlanta. 


Bendix Names 2 to Ad Dept. 


Jack E. Schlegel, formerly sales 
promotion manager of Dexter Co., 
Fairfield, Ia., has been appointed 
sales promotion manager of Ben- 


ment. James A. Costello, previ- 
ously sales promotion and ad man- 
ager for General Electric Appli- 


-j}ances Co., Cincinnati, was named 


copy chief. 


'|Form Lynch & Hart 


Richard C. Lynch, formerly an 
account executive and director of 
client service of Oakleigh R. 


'|French & Associates, and John T. 


Hart, formerly an account execu- 
tive with D’Arcy Advertising Co., 
St. Louis, have formed a new cor- 
poration there, to be known as 
Lynch & Hart Advertising Co. 


Two Join Wanamaker's 


Dorothy Parker, formerly with 
Ward Wheelock Co., has been ap- 
pointed copy chief of John Wana- 
maker, New York department 
store. Don Denny, formerly with 
G. Fox & Co., Hartford, Conn., 
has been appointed art director. 


gives 


but only 
REILLY 


you 


4d . 4i 
reproduction 

assurance 

that protects 


your advertising 


dollars <p 


backing by hand. 


insure uniform size. 


WHY REILLY ELECTROTYPES ASSURE 
THE BEST REPRODUCTION 


® Exclusive Vinylite molding assures utmost fidel- 
ity down to the smallest detail. 


* Precision Pressure casting (for flatbed press) elim- 
inates damage and distortion resulting from plate 


® Precision Centrifugal Casting (for cylinder press) 
curves and backs plates by a special process to 


® Unique check-control system incorporates teams 
of seasoned finishers and other specialists to 
cover every phase of production. 


NEW YORK 


Y ELECTROTYPE 


dae ie Pell 
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‘Longines Buys 3 
CBS Radio Shows 


| New York, March 2—Network 


,dix Home Appliances’ ad depart-' radio last week got its strongest 


endorsement from Longines-Witt- 
;nauer Watch Co., which added 
three shows to its CBS schedule. 

Beginning March 6, the “Lon- 
gines Symphonette” will be heard 
Saturdays from 5:30 to 6 pm., 
EST. In addition, the musical 
group will be featured in a 15- 
minute session on Wednesdays and 
Fridays. 

The watch company already 
carries three weekly broadcasts on 
CBS Radio—The “Wittnauer Cho- 
raliers” on Tuesdays and Thurs- 
days and the “Longines Sympho- 
nette’” on Sundays. These shows 
will continue. Victor A. Bennett 
Co. services this account. 


ws. In September Longines-Witt- 
nauer will buy still two more 
quarter-hour periods, one on Mon- 
day and one on Sunday. This will 
give the company one CBS radio 
show every day in the week and 
two on Sunday. Reportedly under 
consideration for one of these 
spots is a radio version of “Chron- 
oscope,”’ which Longines sponsors 
on CBS-TV. 

CBS Radio described the Lon- 
gines’ deal as the “biggest radio 
order ever signed by a watch com- 
pany on a non-cancellable basis.” 
The network said the contract, 
which amounts. to a_ $3,000,000 
gross annually if continued on a 
52-week basis, is non-cancellable 
through December, 1955. 

However, whether “Chrono- 
scope” will be featured in the ad- 
ditional Sunday segment may de- 
pend on the outcome of a $150,000 
suit filed against CBS in New 
York state supreme court by Clark 
H. Getts Inc., a program packager. 


s Getts produced “Chronoscope” 
for the watch maker from Septem- 
ber, 1951, to June, 1953, three 
nights weekly on CBS-TV. The 
company’s petition charges the 
network with “inducing” Longines 
to break its agreement with Getts 
for the production of this telecast, 
which presents a personality in the 
news being interviewed by two ed- 
itors or reporters. 

In denying the charges, CBS- 
TV, which now _ produces the 
“Chronoscope” for Longines, said 
it has a “long-standing policy to 
broadcast such news, current 
events and public interest pro- 
grams only if they are produced 
through defendant’s own news de- 
partment.” 


ws Other new business at CBS Ra- 
dio includes Murine Co., which has 
started a six-week saturation drive 
on the network as a participant in 
the “Power Plan” shows—‘“Mr. 
Keen,” “Meet Millie” and the “FBI 
in Peace & War.” Batten, Barton, 
Durstine & Osborn is the agency. 

In the program change depart- 
ment Toni and Manhattan Soap 
are dropping a soap opera, “Fam- 
ily Skeleton,” in favor of a nightly 
musical show starring Tennessee 
Ernie and Helen O’Connell. 


Larson Names Jackson, Haerr 

Larson Machine Co., Prince- 
ville, Ill., has appointed Jackson, 
Haerr, Peterson & Hall, Peoria, 
to handle advertising for its new 
line of agricultural spray equip- 
ment. Trade and consumer pro- 
motions are scheduled for the Mid- 
west. Nationwide distribution will 
expand in conjunction with pro- 
duction. 


Adds Wallpaper Account 

Marvin Sherres Advertising, 
New York, has been appointed to 
handle the advertising for the 
wallpaper division of Velvery 
Corp., New York, which will in- 
troduce a new fabric wall cover- 
ing this spring. The agency han- 
dles the advertising for the com- 
pany’s textile and plastic divi- 
sions. 
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Kindly pencil these 
“Today ratings in your 


Nielsen pocket piece 


11-15 & JAN. 18-22, 199 
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You see, in the Nielsen pocket piece (Jan. 10-23) TODAY’S first hour is rated 
7.5 and 10.1. But the second hour’s ratings were left out.* So here they are: 10.3 for 


the 8:00-8:30 segment, and 10.8 for the 8:30-9:00 portion. 


The point is that the average rating —9.7~—is the highest to date on TODAY. 
It is, in fact, 15% more than any previous two-hour rating average. It means that the 
average number of homes reached by TODAY now is 2,152,000 and that the cost per 


thousand is only $1.97}... the lowest cost per thousand homes in daytime television. 


TODAY, a sensible television buy from the day it started, is now a bigger 
bargain than ever. And it’s priced within reach of virtually every national advertiser. And 


remember TODAY merchandises your product to the hilt. Reserve a place on TopAy for 


your product. Just call your NBC representative. TELEVISION 


a service of Radio Corporation of America 


a 


* With customary efficiency Nielsen rushed out a supplement containing the missing ratings. 


{7 NBC computation. 
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Ramsell Joins KRNT 

Don Ramsell, formerly a time 
salesman for KPIG, Cedar Rapids, 
has joined the sales staff of KRNT, 
Des Moines. 


NEED TV FILMS 
ie A HURRY 


Filmeck’s 
Low Cost - High Quality 
FILM SPOTS 


Our 35 years experience has tought us 
how to cut corners and keep costs down 


@ By having all facilities in 
our own block-long plant, we 
eliminate delays and un- 
necessary production costs. 


© Complete ort, title and an- 
imation department. 


Full animation 


motion 


Stop 


ducing . 35mm and 16mm. 


© Sound stage equipped for 

35mm and 16mm shooting. 

@All lab facilities .. de 
veloping . . . printing and re- 


1323 S. WABASH AVE. 


CHICAGO, ILLINOIS 


Ludgin Gets Two Curtis 
Products; Best Continues 
Helene Curtis Industries, Chi- 
cago, has appointed Earle Ludgin 
& Co. to handle advertising for two 
of its products, Helene Curtis 
Spray Net and Lanolin Discovery. 
Both were formerly handled by 
Ruthrauff & Ryan’s Chicago office. 
Gordon Best Co., Chicago, will 
/continue to handle all other Helene 
Curtis products, including Suave 
|for men and women, and all its 
| Shampoos and its beauty division. 


‘El Diario’ Hikes Rates 

_ El Diario de Nueva York, Span- 
ish daily published in Brooklyn, 
/will move its open rate from 25¢ 
a line to 30¢ a line May 1. Contract 
‘rates, according to N. L. Sandler, 
advertising manager, are staggered 
down to 20¢ a iine. Advertisers who 
make contracts before May 1 will 
get the current 25¢ rate for a year. 


Katz Agency Names Walton 

Robert Walton, formerly with 
the Midwest Farm Paper Unit, has 
joined Katz Agency as a farm 
specialist on the publications sales 
staff in Chicago. 


BofA Tells Rheingold Story 

Liebmann Breweries’ use of 
newspapers for its Rheingold beer 
is told by the Bureau of Advertis- 
ing, American Newspaper Publish- 
ers Assn., in a brochure called “We 
Took New York by Storm.” The 
BofA said the annual “Miss Rhein- 
gold” contest draws more votes 
than any but a Presidential elec- 
tion. The company’s newspaper in- 
vestment in 1952 was placed at 
$2,000,000; the 1953 figure is not 
| yet tabulated. 


McGraw-Hill Pays Dividend 

McGraw-Hill Publishing Co. has 
declared a quarterly dividend of 
60¢ a share on its common stock, 
payable March 11. After a two- 
for-one stock split last August the 
company paid 50¢ a share in both 
September and December, plus a 
year-end disbursement of 25¢ a 
share. 


Carr Heads Unique Ads 


Roger E. Carr has been appointed 
‘a v.p. of Unique Furniture Makers, 
| Winston-Salem, and will supervise 
the company’s advertising in ad- 
dition to his other work. 
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Sales and PR Notions... 


e The ad department at Standard 
Pressed Steel Co., Jenkintown, Pa., 
has started advertising itself to its 
own management. Ad manager Al- 
fred W. Scott has launched a fast- 
paced internal house-organ news- 
letter, called “Ad-Lib,” which is 
designed to keep officials in the 
50-year-old firm aware of what 
the company is getting for its pro- 
motional dollar. 

Mr. Scott is already making this 
publisher-type claim for his pub- 
lication: 100% readership by his 
audience of top management and 
supervisory and sales groups. 


e In the booming radio-tv mer- 
chandising field, NBC Film Divi- 
sion, New York, has come up with 
one of the most elaborate produc- 


Merchandising Ideas 


rtainment — 


» 
\ ae 


<i ‘ 
a’ TV ente 


PROMOTION BADGE—This sample window 


+, 


More often than not the simplest and most 


successful selling ideas stem from modern design. 


That is why HousE & HoME’s editorial formula 
starts with the presentation of the best new 
selling ideas in modern homebuilding design. 
That is one of the important reasons why... 


house+home 


is the #1 magazine among the 
men who know home building best 


Copyright, Time Inc., 1954 


p is part of the merchandising package 
built around NBC Film Division’s “Badge 
714” series of re-run tv films. 


tions to date. In plugging its 
“Badge 714” tv film re-run series, 
NBC Film offers spot advertisers 
a fancy package ranging from 
stickers and truck-bumper strips 
to storewide promotion ideas and 
giveaways, all emblazoned with 
the Badge 714 emblem and the ad- 
vertiser’s product name. 

Aimed at convincing “tough” 
dealers and distributors, of “any 
advertiser—large or small,” the 
brochures and materials are being 
plugged as “the kind of merchan- 
dising that only a large national 
advertiser can afford.” 


e G. F. Heublein & Bros., Hart- 
ford, is using a special angler’s 
angle in pressing a Lenten recipe 
contest campaign for its A.1 sauce. 
Running from March 1 to April 
10, the campaign features $2,000 
in prizes for best names for a 
homemade fish-sauce built around 
A. 

Special merchandising feature 1s 
a grocery display kit—a mass jum- 
ble display of A.1 bottles in a su- 
permarket cart. Suspended over 
this from a 4%’ Montague glass 


LENTEN THEME—Fishing rod and mobile- 

cord “catch” are used by G. F. Heublein & 

Bros., Hartford, for market publicity on its 

Lent-period contest for a fish-sauce recipe 
based on A.1 sauce. 


casting rod is a jumbo fish-shaped 
“mobile” display card headlining 
the contest. The rod becomes the 
store manager’s property at the 
end of the contest. 


e In addition to installing a bath- 
tub in the White House and being 
the only president to kill a man 
in a duel, Andrew (Old Hickory) 
Jackson, it turns out, was also a 
distiller. Ergo: a new booklet, “Old 
Hickory, His Life and Times,” now 
being distributed by Old Hickory 
Distilling Corp., Philadelphia. 

This reveals that Jackson ran a 
licensed still at his home in Nash- 
ville, and sold his whisky for 75¢ 
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a gallon in his general stores in 
three Tennessee towns. Another 
talking point: Old Hickory is the 
only president after whom a whis- 
ky was named. 


e One of the competitors for at- 
tention at the recent National 
Frozen Foods Merchandising Con- 
vention in New York was a “so- 
cial” on box-lunch principles spon- 
sored by Excelsior Quick Frosted 
Meat Products Co., New York. 

Visitors to the Excelsior exhibi- 
tion booth were given numbered 
tags with the invitation to find 
their matching number in the 
crowd. Successful couples who re- 
ported back to the booth were then 
guests at a feed in the Excelsior 
suite, where they got a sample of 
the company’s brand of cheese- 
burgers, plus a Benrus wristwatch 
and a “now-nearly-priceless” cup 
of coffee. 


Russell Names Lang, Fisher 


F. C. Russell Co., Cleveland | 
manufacturer of metal combination | 
windows and doors, has appointed | 
Lang, Fisher & Stashower, Cleve-_ 
land, to handle advertising for its 
Thermoseal division. Gibbons- 
O’Neill, Cleveland, will continue to 
handle Rusco steel window and 
door division advertising. 


‘Hunting & Fishing’ Joins MPA 

Hunting & Fishing Publishing 
Corp., Chicago, has been elected 
to active membership in the Maga- 
zine Publishers Assn. 


Frito Splits Ad Account 


Frito Co., Dallas food producer, 
has appointed Ruthrauff & Ryan, 
Los Angeles, to handle advertising 
for its western division, Illinois, 
Wisconsin and Ohio operations, 
and Tracy-Locke Co., Dallas, to 


handle its account for southwestern 


operations. Glenn Advertising, Dal- 
las, formerly handled the account. 


Miss Cook Joins Wexton 
Arleen Cook, formerly with 


Ruston to Erwin, Wasey 


Charles R. Ruston has resigned 
as national merchandise manager 


of Colgate-Palmolive Co. to join. 
Erwin, Wasey & Co., Los Angeles, | 


as an account executive and mem- 
ber of the plans board. He will 
be in charge of the Tasti-Diet foods 
account. 


Woolridge to Farson, Huff 


Robert F. Woolridge, formerly 
account executive with Fuller & 


Friend-Reiss-McGlone, has joined Smith & Ross, Cleveland, has joined 


Wexton Co., New York, as assistant 
to the president. 


Farson, Huff & Northlich, Cincin- 
nati agency. 
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Now! low-cost, trouble-free 
animation for your display with 
HANKSCRAFT battery-operated 
DISPLAY MOTORS 


© Effective, full, correct silent motion 

© Long sustained motion provided by 
standard flashlight battery 

© Economical, safe, dependable 

© Lightweight, compact, self-contained 

® No electrical outlet needed 


Write for FREE display manual ond price 
list, information on basic models, special 
applications, and free engineering service. 


HANKSCRAFT CO., Reedsburg, Wis. 
In Canada: Hankscraft (Canada) Ltd. Toronto 


ein a “flashier’’ 


approach to) 


wholesaling, Rust-Craft Publishers, | 
Boston, has set up a battery of) 


three roving greeting-card order 


houses. These are station-wagon-_| 
pulled trailers set up as display | 


rooms, and now in constant motion 
around the retail outlets. 

The exteriors-make up a mobile 
outdoor display, featuring a giant 


ROAD SHOW—"Flashier” type of sales pro- | 


motion in the greeting card class is this 

trailer display unit, now being hauled from | 

dealer to dealer by Rust-Craft Publishers, | 
Boston. 


greeting card from the mayor of| 
Boston to “your city.” The interiors | 
are brightly lighted and air-condi- | 
tioned through power provided by 
an electric plant mounted in the 
station wagon. 


Gretz Launches Spring Drive 
William Gretz Brewing Co., 
Philadelphia, has launched its 
heaviest spring campaign with 
full-page ads in three Philadelphia 


papers, as well as in Wilmingtorm 


and Reading newspapers. Gretz 
will also assume regional sponsor- 
ship of “Duffy’s Tavern” over 
WPTZ (tv), with other radio and 
tv spots tentatively planned in 
outlying areas. Seberhagen Inc. is 
the agency. 


Appoints Hixson & Jorgensen 


Fletcher Aviation Corp., Pasa- 
dena, has named Hixson & Jorgen- 


sen, Los Angeles, to handle its ad- | 


vertising. The company manufac- 
tires external fuel tanks and other 
industrial products. Initial ad plans 
call for space in Aviation Week, 
Business Week, Newsweek and 
Time during March. Other publi- 


cations will be added to the sched- | 


ule. 


Lyon Van Buys Radio Show 


Lyon Van & Storage Co., Los| 


Angeles, has purchased five parti- 
cipations per week of “Art Baker’s 
Notebook” on seven West Coast 
radio stations, starting March 1. 
Wayne Steffner Productions, 


Hollywood, packages the program. | 


The agency for Lyon Van is Smal- 


ley, Leavitt & Smith, Los Angeles. | 


Peoples Drug Stores to Ayer 
Peoples Drug Stores, which op- 


erates a chain of 150 drug stores | 


in the District of Columbia, Penn- 
sylvania, Ohio and Tennessee ar- 
ea, has appointed N. W. Ayer & 
Son, Philadelphia, to prepare spe- 
cial advertising campaigns and to 
direct its advertising generally. 


| 
| 
| 
| 
| 
| 


| 
| 
i 
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my 


head off!" 


| 


You can’t scare costs down anyway, no matter 
how loudly you roar. What you can do—if 


printing costs are an item —is softly purr 


‘Consolidated Enamel Papers” into the ready 
ear of your favorite printer. 


You'll save 15 to 25% of the cost of old style 
enamel papers simply because Consolidated’s 


modern manufacturing method revolution- 
ized enamel papermaking time and costs. 


At the same time, your folders, bro- 
chures and other fine printing will be 
flattered by the clean, crisp look that’s 


production gloss - 


inseparable from finest enamel paper quality. 
Invite your printer and your Consolidated paper 
merchant into a huddle for the full story of why 
Consolidated Enamels are today’s best value 


regardless of coating method. Or write on your 
letterhead. We'll rush a generous supply for a 


test run without obligation. 


a 


modern gloss - flash gloss - 


productolith - consolith | 
CONSOLIDATED WATER POWER & PAPER CO. - Sales Offices: 135 S. La Salle St., Chicago 3, Ill 


enamel 


printing 
papers 
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Onondaga Pottery to Flack 
Onondaga Pottery Co., Syracuse, 
N. Y., manufacturer of Syracuse 
china, has appointed Flack Ad- 
vertising Agency to handle adver- 
tising, merchandising, and sales 
promotion for its commercial ware. 


Berggren to Stiller-Rouse 

Richard Berggren, formerly with 
Walter McCreery Inc., San Fran- 
cisco, has been appointed general 
manager of Stiller-Rouse, Beverly 
Hills agency. 


NEWS ITEMS 
on any subject 
From newspapers and magazines 


published throughout the country. 
Write for booklet . . . 


PRESS CLIPPING BUREAU 


165 Church St., New York 7 
Est. 1888 BA 7-5371 
PME NEP NET RIBS BUA LIE TREE ET NCH 


fischool work 


Kolynos Toothpaste Sales Rise in Lima, Peru, 
as High School Students Brush Up on Study 


New York, March 2—A promo- 
tional job originated in Lima, 
Peru, for Kolynos toothpaste has 
mushroomed into an international 
project. 

In Lima, the newspaper La 
Prensa, as a result of the tooth- 
paste promotion increased its cir- 
culation 15% in the last three 
months of 1953; Kolynos tooth- 
paste sales in Peru have risen 
15%; students of 10 of Lima’s high 
schools are buckling down to their 
in new and unex- 
pected ways. 

It all started last fall when a ra- 
dio publicity man, Cesar Chaver- 
ri-Neira, worked out an idea for a 
radio quiz program called “He 
Who Studies Succeeds.” The pro- 
gram, according to the story given 
to AA by Joshua B. Powers, in- 
ternational publishers’ representa- 
tive, was based on a series of con- 
tests among local high school stu- 


dents. Senor Chaverri-Neira ob- 


, tained the financ:.] support neces- 

sary for his brainchild through 
_the sponsorship ©* Kolynos tooth- 
paste, a produc: of Whitehall 
Pharmacal Co., a (ivision of Home 
Products Interna‘ ional, handled in 
Lima by the inte national division 
of McCann-Erickson. The agency 
immediately saw the potentials of 
the idea and persuaded La Prensa 
to cooperate. 


gs The radio procram was success- 
ful. It sold toothpaste. The adver- 
tiser was happy. A satisfactory 
situation existed. 

Then the plot thickened. Leon 
Quinteros, advertising manager of 
La Prensa, saw unusual poten- 
tials in “He Who Studies Suc- 
ceeds.” After a huddle of La Pren- 
sa’s top brass, arrangements were 
made to have one of the paper’s 
best feature writers, Owen Cas- 
tillo, take charge of the program. 


Accompanied by a photographer, 


he attended the quizzes heard over 
Radio Lima. His stories, which ran 
about half a column under a two- 
column head, attraoted attention. 


La Prensa to see what Senor Cas- 
tillo was saying about them. Proud 
relatives eagerly devoured Senor 
Castillo’s stories, hungry for any 
mention of the family bright-light. 


s In order to fan these sparks of 
reader interest into a steady blaze, 
La Prensa inaugurated a second- 
ary contest based on “He Who 
Studies Succeeds” and open to all 
readers of the newspaper. The 
reader had to clip and fill in the 
coupon printed in the paper, with 
the name of the student who 
would win the radio contest. In 
addition, the reader was asked 
whether or not he used Kolynos 
toothpaste. If the answer. was af- 
firmative, he was requested to 
send an empty Kolynos container 
along with his entry. Readers who 
/picked contest winners received 
/prizes ranging from 750 to 1,500 
‘Peruvian soles, approximately 


“?: 


31/4-million people with 414-million dollars to spend 
look to Dallas, buy in Dallas, are guided by The Dallas 
Morning News — the only newspaper that covers the 
72-county Dallas Market! 


lomm TEAR IY DalLias 


Circulation 183,583 — Sundays, 190,318 
(Publisher's Stotement: Sept. 30, 1953) 


Morning News 


PART 
ONE 


% PAGES IN \RTS — PRICE 5 CENTS. 


CRESMER AND WOODWARD, INC. * National Representatives 


DALLAS’ LARGEST NEWSPAPER ¢ More people buy The 
News... more people read The News... more people are in- 
fluenced by The News than any other North Texas newspaper. 


Sr” i say ae 


High school students began to buy |; 


ALEXANDER FLANDREAU, formerly adver- 


tising production supervisor for Pitney 
Bewves Inc., has been appointed sales 
Promotion manager of the arms and 
ammunition division of Olin Industries. The 
division produces Winchester firearms and 
ammunition. Mr. Flandreau will make his 
headquarters at the company’s New Haven 
plant. 


$36.75 to $73.50 in U. S. currency. 
Kolynos users received the larger 
prizes. 

This newspaper contest based on 
a radio contest transformed the 
whole idea from one which in- 
terested certain groups into some- 
thing which gained the attention 
of the whole population. For par- 
ticipating students, the contest not 
only meant a prize, but honor and 
publicity on a national scale. It 
also gave La Prensa readers a 
chance at prize money. For Koly- 
nos it meant rising sales. 


ws The success of the contest has 
been so great that this year stu- 
dents from 20 boys’ schools and 10 
girls’ schools will compete. Mc- 
Cann-Erickson told AA that the 
contest will be broadened to in- 
clude a number of smaller towns 
in the interior of Peru. In addi- 
tion, it was said, the idea of the 
contest may be extended to other 
countries and sponsored by sev- 
eral clients, although nothing con- 
crete has been developed yet along 
these lines. 

On an international plane, the 
contest so well publicized by La 
Prensa has aroused wide interest. 
The Brazilian state of Sao Paulo 
and educational authorities in the 
republics of Uruguay and Chile 
are reported to be _ considering 
putiing it into practice as a means 
of encouraging their students. In 
Paris, the United Nations Econo- 
mic, Social aad Cultural Organiza- 
tion is said to be studying the 
practicality of the program as a 
means o* fostering high school 
education in member countries. 


‘Tribune’ to Sell WKTY 


The La Crosse Tribune has filed 
an application with the FCC for 


the sale of WKTY, La Crosse radio 


station, to Herbert H. Lee, pres- 
ident of Lee & Associates, Fari- 
bault, Minn., for $100,000. Transfer 
of ownership was necessitated by 
the FCC ruling which prevents the 
Tribune from owning or control- 
ling the station if it is to own and 
operate WKBT, tv station under 
construction in La Crosse. Mr. Lee, 
general manager and partner of 
KDHL Broadcasting Co., Faribault, 
plans to sell his interests and man- 
age WKTY. 


Form Moffett-Shepherd 


Moffett-Shepherd Advertising, a 
partnership formed by Jerry W. 
Moffett and Robert S. Shepherd, 
has opened offices at 5004 Ross, 
Dallas. Heretofore the agency has 
been operating as Jerry Moffett 
Advertising, specializing in syndi- 
cated advertising campaigns for 
milk distributors and _ florists. 
Under the new organization, copy, 
art, placement and _ complete 
agency services will be offered. 
Both men have been associated 
with other Dallas agencies for a 
number of years. 


'|Framberg to Chicago Show 


Elmer W. Framberg, formerly 
assistant sales manager of Chicago 
Cardboard Co., has been appointed 
director of sales promotion for 


Chicago Show Printing Co. 
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MIDWEST FARMERS 


THEMSELVES TELL YOU 
THEIR SPENDING WILL BE... 
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50% MORE DAIRY BARNS 
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26% MORE TRACTORS 


=. your Midwest sales by 


When Midwest farmers are in a buying frame of mind they turn to their local Mid- 
west Farm Paper first for information. It’s a habit of long-standing. 

The new “Buying Intentions” survey shows you their spending will be sharply up 
in 1954. Midwest farm market sales of 321 different kinds of products and services 
are estimated in the study which, in the nine years it has been conducted, always has 
been surprisingly accurate. 

Another new study, conducted by one of the country’s largest advertising agencies 
shows you that Midwest Unit Farm Papers have 38% more preference than the four 
national farm magazines combined. In Midwest Farm Papers your advertising is 
assured intense readership. Get these facts to help you sell the farm market where: 


@ Farm income is more than double the average for the remainder of the country. 

e@ Rural population dominates and farmers are local dealers’ best customers. 

@ You can deliver your message to 9 out of 10 of the best farm families through the 

Midwest Farm Paper Unit with one order, one plate at a substantial saving in rates, 
SALES OFFICES AT: 250 Park Avenue, New York 17... 59 East Madison St., Chicago 3... Russ Bldg., 
San Francisco 4 . . . 1324 Wilshire Boulevard, Los Angeles 17... 505 N. Ervay St., Dallas 1. 
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& 
71% MORE HOUSE POINT (Interior) 
re 
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selling them in the publication 
they prefer above all others... 


1% “ . 
67% MORE KITCHEN REMODELING <4 
ee 


ee fm / p8 


| 14% MORE 
HOUSE PAINT (Exterior) 


l 
38% MORE HOME FREEZERS 


PREFERENCE SURVEY 


Conducted by 
BATTEN, BARTON, DURSTINE & OSBORN, INC, 


ii 


MIDWEST FARM PAPER UNIT 


Se 


PUBLICATION “A” 


A survey of 6,049 Midwest 
ieee 11% farms, conducted by Batten, 


PUBLICATION “B"” Barton, Durstine & Osborn, Inc., 
shows 38% more preference for 
er] 4% Midwest Unit Farm Papers than 
PUBLICATION “C” for all four of the national farm 
magazines combined. Write for 
¥ 2% your copy of this, interesting 


PUBLICATION “D” study of major media. 


WHERE FARMING 


IS BIG BUSINESS. . AND GOOD LIVING! 
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Ronson to Produce Shaver 


Ronson Art Metal Works Inc., 
Newark, has made a $15,000.000 
licensing agreement with Max 
Braun Co., Frankfurt, Germany, 
whereby the German company will 
supply parts to Ronson for the 
manufacture of electric shavers. 
Ronson reportedly will begin dis- 
tributing the shaver in April, start- 
ing on the West Coast and working 
eastward. The shaver will retail 
for about $28.50. 


Cinerama Names Callow 


Everett C. Callow, director of 
advertising and publicity for the 
Philadelphia zone of Stanley War- 
ner Theaters since 1938, has been 
named director of advertising and 
publicity for Cinerama. He will 
headquarter in New York. 


Leaving GOOD alone 


may also be measured 


eeeby good enough as best, and best as 
“ay good enough. Which are you getting? 
Maybe it's time to make that change 

JAY P. now. Our free booklet may help you. 


WALK advertising typography 


11 E. HUBBARD ST., CHICAGO 11 © MO 4-6134 


Cantrell & Cochrane | 
to Sell Canned Soft 
Drinks via Machines 


New York, March 2—Carbon- 
ated soft drinks in cap-top cans, 
sold through vending machines, 
will make their appearance short- 
ly, according to an announcement 
by Walter S. Mack, president, Can- 
trell & Cochrane Corp. 

At the same time, Mr. Mack an- 
nounced that the company will 
also sell its line of syrup flavors to 
cup-vending and soda _ fountain 
operators throughout the U. S. 

George T. Herald, former gen- 
eral sales manager for Liberty 
Brand Syrups, has joined Cantrell 
& Cochrane to head a new depart- 
ment for vending and fountain 
syrups. 


| . r 
|m The new can-vending machines, 


| specially designed for the purpose, 
| will be installed in subways, gas 
stations, ball parks, airports, and 
_other public places, and will dis- 


pense a 6-oz. con of soft drink. 
Each machine w 
of Super Coola, 
beer or grape sia. 
“We are the 
carbonated soft 
will be able, f: 
come, to vend 
drinks in a bot!:: 
Mr. Mack said. 


some years to 
arbonated soft 
-size 6-oz. can,” 
These cans are 


exclusive with and were es- 
pecially designe’ so as to be 
adaptable for ve ding.” 


C&C beverages ‘n cans were first 
introduced last vear (AA, April 
17, 53). At the time, Mr. Mack— 
once head of Pe;-i-Cola Co.—took 
issue with the “muscle bound” soft 
drink industry for failing to bring 
out beverages in cans years ago. 


General Mills Promotes Two 
Richard Confer, formerly pro- 

motion manager for the Sperry 

division of General Mills Inc., San 


Francisco, has been promoted to 


promotion manager at the com- 
pany’s Minneapolis headquarters. 


Robert Robbins, formerly of the 


| offer a choice | 
range soda, root) 


nly ones in the | 
rink field who 


| PRR Geeta oncom 
i 


ALFRED A. REISS, who joined Douglas 
Leigh Inc., New York outdoor plant oper- 
ator, in 1945, has been named a v.p. 


Fletcher Aviation to PR Firm 


Fletcher Aviation Corp., Pasa- 
dena, Cal., has named Wolcott & 
Associates, Los Angeles, to handle 
a national program of product and 
corporate public relations. The 
public relations program will be 
coordinated with the advertising, 


company’s Minneapolis promotion|handled by Hixson & Jorgensen, 


staff, succeeds Mr. Confer. 


Los Angeles agency. 


‘way eee 


yy MUUJJwwMWww=$? 
YY // J%3 YUU, 


Whatever Your 
Food Store Product 


—This Food Store Panel 
Conducted For Us By 


The A. C. Nielsen Co. Will Help You 


Speed Your Sales 
in Greater 
Cleveland! 


@ this continuing study is a full and 
comprehensive report, 


from an adequate sample, of 


sales and sales influence details of a good variety 
of products. This penetrating expression of market 
activity will be a vital aid to all who sell through 
the food stores of this area. 


There are many variables, by type of store and by 
economic area, which are common to the sale of 
almost all food store products. 


These audits express 


consumer purchase, distribu- 


tion and inventory for the total County. 


One of the great values of the reports is that they 


distinguish these by 


corporate chain vs. all other 


stores, and by the two major economic areas of the 
County, which contain approximate halves of the 


County’s families. 


MARKET RESEARCH DEPARTMENT 


CLEVELAND 


ESS 


Yyy 


Here is a directional influence to your sales and 
advertising activity for any food store product. 


A few of-the many other 


facts of common inter- 


est to be reported are: The relation of sales to 
distribution... Ratio of retailer stocks to sales, 
to express stock turn...Sales volume trends, in 
total and per store handling... Product type 
trends within commodity groups... Retailer 
co-operation in store displays, advertising and 
coupon redemption... Consumer sales influence 
created by special advertising promotions. 


See and study these reports for their fullness of 
sales influence detail, and for the facts they will 
supply to aid your own planning of sales and ad- 
vertising in the Greater Cleveland Market. 


While, Ug: 


Cresmer & Woodward, Inc. 
New York * Chicago * Detroit * San Francisco * Los Angeles * Atlanta 


if you want these reports 
fo come fo you regularly. 
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Five LA Dailies 
Start Paid Listing 
of Radio-TV Logs 


Los ANGELES, March 2—Five Los 


‘| Angeles metropolitan newspapers 


have opened their radio and tele- 
vision logs to sponsored listings on 
a single combined rate. 

Participating are the Daily News, 
Examiner, Herald-Express, Mirror, 
and Times. The service will be han- 
dled by James H. Hartnett, orig- 
inator of the idea under the name 
“Program Finders.” Mr. Hartnett 
said that although individual news- 
papers in other areas offer adver- 
tising listings, this is the first time 
rrogram sponsors can buy listings 
in all major dailies in one area. 

The advertising listings wil! not 
replace present  radio-television 
logs. Program Finders listings of- 
fer a maximum of eight point 
boldface type with a minimum of 
two column lines and a maximum 
of four lines. Within these iimita- 
tions, a variety of type faces and 
styles is available. 


® Listings can include the spon- 
soring company name, product in- 
formation, slogans or program de- 
tails. The five newspapers have a 
combined circulation of more than 
1,500,000. 

The combined daily Program 
Finders rate for all papers is $11.19 
per column line. The weekend rate, 
which covers the Saturday Herald- 
Express, Mirror and News and the 
Sunday Times and Examiner, is 
$14.73. The rate for two Sunday 
issues only is $8.49 per line. 

Advertising listings are indicated 
by a star with a footnote stating 
they are paid ads. 

Mr. Hartnett now is negotiating 
with all West Coast metropolitan 
dailies for the installation of the 
plan. Immediate plans call for ex- 
pansion into San Francisco, Port- 
land and Seattle, he said. 


Arrow-Hart Plans Ad Push 


Arrow-Hart Hegeman Electric 
Co., Hartford, Conn., manufacturer 
of electric switches, receptacles 
and special devices sold to jobbers 
and contractors, has entered the 
retail field, with distribution 
through hardware wholesalers. The 
company is using four full pages 
in trade publications to announce 
an initial promotion for the retail 
field, featuring the Quiette light 
switch and Colorette wallplates. 
The products will be featured in 
Better Homes & Gardens, The Sat- 
urday Evening Post and Small 
Homes. Guide. Trade publications 
on the list include Hardware Age, 
Hardware Retailer and New Eng- 
land Hardware News. The promo- 
tion will include a complete news- 
paper mat service, merchandising 
rack and two new colorful folders. 


Richman Slates Ad Push 


Richman Brothers Co., Cleve- 
land maker and retailer of men’s 
clothing, is heralding the firm’s 
75th anniversary, and featuring 
spring and summer lines, in a 
coast-to-coast campaign. More 
than 100 newspapers in 60 cities 
having Richman stores are spear- 
heading the promotion. It is paced 
for “hard selling” with reduced 
emphasis on institutional copy. 
Radio and tv spots are backing up 


the program in principal cities. 
The agency is Lang, Fisher & 
Stashower. 


Reopens Cleveland Agency 


Hal Malcolm has reopened his 
own agency, with offices in the 
Marion Bldg., Cleveland. After 
closing his agency in 1952, Mr. 
Malcolm was associated with Car- 
penter Advertising Co. He again 
will handle industrial accounts in- 
cluding that of Tube Form. 


KVNC Aftiliates with Don Lee 

On March. 15, KVNC, Winslow, 
Ariz., will become a Mutual-Don 
Lee affiliate, as part of the Arizona 
network. The station operates full- 
time on 1010 kilocycles, with 1,000 
watts of power daytime, and 500 


watts at night. 
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Advertising Age, March 8, 1954 


NAEA LEADERS—New officers of the Newspaper Advertising 
Executives Assn. of the Carolinas are (left to right) Paul W. 
Liles, advertising manager, Daily Times, Wilson, N. C., treas- 
vrer; R. D. Haltiwanger, advertising director, State-Record, 


Columbia, S. C., Ist v.p.; George Lemons, advertising director, 
News-Record, Greensboro, N. C., president, and P. G. Laugh- 
ridge, advertising director, Post, Salisury, N. C., 2nd v.p. The 
group met in Charleston. 


Orange Juice Concentrates Face Problems, 


but Frozen Food Marketers Are Optimistic 


New York, March 4—Frozen price of orange concentrate to $1 
food marketers are confident the per dozen. We hope to hold the 
industry will thrive, despite pre- ‘price at $1 long enough to produce 


Named to Agency Board | 
Edgar F. Willis has been elected | 
a member of the board of directors | 
of Bennett, Walther & Menadier, | 
Boston. Mr. Willis joined the agen- 
cy in 1949 as a v.p. and account 
executive. | 


The NEWS of the Rockies: 


In 1953 we carried 986 pages of retail 
chain grocery advertising. Denver's 
good evening newspaper carried 811 
pages. (Media Records) 


Rocky Mount 


A BerigasHoward Hewspapet DENVER 


dictions that prices of some prod-| 
ucts may fall in the next few years. 

Population growth and steadily 
increasing acceptance of frozen 
food are relied upon to solve most 
problems over the long haul. 
Meanwhile, new products—frozen 
soup and canned frozen shrimp 
were introduced this year—are 
opening additional areas of expan- 
sion. 

Frozen food’s wonder child, cit- 
rus juices, however, may be a 
troublesome brat for a few years, 
according to a marketing study 
disclosed here last week at the 
National Wholesale Frozen Food 
Distributors Assn. convention. 


# The study, made by Continental 
Can Co., predicts that the Florida 
orange crop will total 104,000,000 
boxes by the 1956-57 season, com- 
pared to 86,000,000 boxes this sea- 
son. This increase will be mainly 
the result of a greater number of 
orange trees in the state (25,400,- 
000 in ’56-’57, against 22,300,000 
now) and to increased yield per 
tree. 

The problem that worries Flori- 
da growers is how the 18,000,000 
extra boxes will be marketed three 
years from now. Barring a bad 
crop year, the report says, Florida 
concentrate marketers will be 
asked to absorb 63,000,000 boxes 
of oranges three years from now, 
in comparison with their 47,000,- 
000-box share of the current crop. 

In terms of concentrated juice, 
this would mean a Florida pack 
in ’56-’57 of 80,000,000 gallons, 
compared to 46,600,000 gallons last 
year and an estimated pack this 
season of 63,400,000 gallons. 

To this the California pack must 
be added. In recent years this has 
been running around 3,500,000 
gallons, but probably will dip to 
2,500,000 gallons, because of de- 
clining acreage, for the three years 
ahead. This would add up, the re- 
port says, to a possible national 
pack of 65,900,000 gallons this sea- 
son and 90,500,000 gallons in ’56- 
§7. 


# Can the market absorb that 
much orange juice? “If the 104,- 
000,000-box estimate for the ’56- 
57 crop is correct,” the study says, 
“and if bad crop years don’t inter- 
fere too seriously with the flow of 
supplies, then the frozen food in- 
dustry will have to sell 14% more 
concentrate this season than last 
and will have to repeat the per- 
formance during each of the fol- 
lowing three years to keep abreast 
of the predicted crop gains.” 
William Hart of Pasco Packing 
Co. told the convention that there 
has been a steady population in- 
crease during the past six years. 
“With this in mind,” he said, “an 
impetus to more sales must be 
found, and that impetus could be 
price. We are so positive that price 
is the answer,” he said, “that we) 
in Pasco have dropped the f.o.b. 


the increase necessary to move 
anticipated increased production.” 

Other packers also dropped 
orange concentrate prices recently. 
In areas where national brand 
concentrates were retailing at two 
cans for 45¢ last summer, private 
labels now are selling at two for 
25¢. 


s Frozen food packers are confi- 
dent that they can beat many 
canned foods on price. At the 
frozen food convention, Hubert 
E. Sandoz of Pictsweet Foods gave 
a detailed analysis in an attempt 
to prove this point. Current news- 
paper food-day advertisements, he 
said, show that frozen items are 
frequently advertised at 2¢ to 3¢ 
per package less than their canned 
counterparts. Total cost of packing, 
storing and shipping a 10-oz. pack- 
age of frozen vegetables, he said, 
is about 2¢ less than for a similar 
item of canned goods. 

“Our total cost to pack, store 
and ship was less for the frozen 
item than for the canned ‘tem by 
the following amounts per dozen: 
Peas, 26.61¢; cut corn, 23.66¢; cut 
green beans, 24.07¢. 

“In 1953,” Mr. Sandoz said, 
“cans in carload lots cost about 
$29.95 per thousand, or 35.10¢ per 
dozen delivered. Frozen cartons for 
peas, corn and green beans cost 
$8.40 per thousand, or 10.08¢ per 
dozen delivered—25.02¢ less per 
dozen than for the No. 303 can.” 


= Frozen food distributors were 
urged by Alvin Langfield of Fer- 
guson-Langfield Frozen Foods to 
switch from the customary per- 
centage markup to cents-per-dozen 
markup when prices drop. Mr. 
Langfield noted that frozen food 
prices had declined about 25% in 
recent years. Substitution of a unit 
markup based on actual operating 
costs, he said, will lessen the profit 
squeeze on distributors. 

Samuel Vogel, president of the 
Southern Food Distributors Assn., 
listed the following trends to 
watch: 

1. The fast growth of packaged 
frozen meat products. 

2. Sales to institutions, where 
there is a growing recognition of 
the labor saved through the use of 
frozen foods. 

3. New training programs for 
frozen food salesmen, which must 
be more intensively used to meet 
growing competition. 


CBS-TV Signs WSEE-TV 
WSEE-TYV, Erie, Pa., has affil- 
iated with CBS Television effec- 
tive April 25. The u.h.f. station 
will replace WICU as the net- 
work’s affiliate in that city. 


Kirschbaum Joins Grey 


Bob Kirschbaum, formerly with 
Kenyon & Eckhardt, has been ap- 
pointed radio-tv copy group head 


of Grey Advertising Agency, New 
York. 


Denver builds—Denver grows. 


* 


“T always request 
Seattle AND Tacoma 


coverage for 


‘ y Hy, Borden Food Products 


* 


... Never Seattle alone” 


“The Pacific Northwest is an important market for 


Borden’s products, and capturing and retaining our 


business in the rich Puget Sound area is a never- 


ending job.” Mr. Iremonger continues, “Because of 


the great market potential in Western Washington, 


I always request that our advertising and merchan- 


dising departments promote in Tacoma as well as 


in Seattle. 


Seattle newspaper coverage without 


Tacoma coverage just doesn’t do an adequate selling 


job for Borden.” 


NEWS-TRIBUNE CONSISTENTLY 
IN THE “‘FIRST FIFTY” LIST 


Advertisers recognize the impact of the 
Tacoma News Tribune, according to the line- 
age reports of MEDIA RECORDS. Through- 
out 1953, the Tribune ranked high among 
Canadian and United States evening news- 
papers. It is one of 7 evening newspapers 
on the Pacific Coast, and one of two in 
the Pacific Northwest which appear con- 
sistently in the “First Fifty” list. Get complete 
story from Sawyer, Ferguson, Walker Co. 
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NAAN Plans Conference 


“Clearing the Decks for Creative 
Action” will be the theme of the 
23rd annual Management Confer- 
ence of the National Advertising 
Agency Network, scheduled for 
April 12-18 in Boca Raton, Fla. 


Elsevier to Mann-Ellis 


Elsevier Press, New York and 
Houston book publisher, has ap- 
pointed Mann-Ellis, New York, to 
handle its advertising. 


FRANCHISE AVAILABLE 
New copyrighted sales promotion 
lan now offers state or regional 
anchises to promotion companies 
and others qualified. 

Plan pays cardholders 3% on pur- 
chases in retail stores. Savings 
lan feature makes idea appeal 
ing to quality and high-volume 

outlets. 

Nominal investment plus per cent. 
We supply complete operating 
plan, accounting procedures, forms, 
advertising, literature. 


THRIFT BONUS CORPORATION 
220 East 42nd Street 


New York 17, New York 
SCOSOHOCEOOSSOSOOOOOOOSEOE 


DMAA Says Higher 3rd Class Rates 
Won't Take Care of Postal Deficit 


New York, March 2—Raising 
third class postal rates won’t solve 
the Post Office deficit, according 
to the Direct Mail Advertising 
Assn. 

Making public a digest of its re- 
port made to the Senate post of- 
fice committee’s citizens’ advisory 
group last December, DMAA as- 
serted that “an increase in third 
class rates would not necessarily 
mean higher postal revenues. On 
the contrary, there is an ample 
body of evidence to indicate that 
the result would be a net loss of 
revenue.” 

The association last week mailed 
a 32-page summary of its report 
to 2,000 members and to the na- 
tion’s legislators. 


ws The report was based on a 
mailed questionnaire supplement- 


ed by personal interviews with 
business men in two sample com- 
munities—Lancaster, Pa., and Ral- 
eigh, N. C. The combined resuits 
indicate that many users of third 
class mail are operating on narrow 
margins. Any increase in the cost 
of doing business would cause 
them to seek alternative advertis- 
ing methods, change the nature of 
their business, operate at a loss, or 
go out of business entirely, DMAA 
said. 

Although many of the replies 
gave more than one reason for op- 
position to rate increases, 97% of 
the respondents voiced objection. 

Analysis of the replies shows 
that 35% said an increase would 
force them to curtail mailings or 
abandon direct mail advertising 
entirely; 27% said increases would 
place their companies in jeopardy, 


forcing them either out of business 
or into a reorganization; 17% 
said rate raises would mean 
Grastic profit reductions; 16.5% 
said an increase would force them 
to raise prices, “at a time when the 
trend is toward a leveling off of 
the economy”; 34% were opposed 
to any increase until “measures 
were taken within the postal sys- 
tem to economize and to increase 
the efficiency of postal operations.” 


® High on the list of DMAA ar- 
guments is its claim that the use of 
third class mail stimulates the 
spending of many times its volume 
in other classes of mail. As an ex- 
ample, the report cites experi- 
ences of the American Seed Co., of 
Lancaster, which sells packets of 
seeds by mail. The company uses 
its direct mail pieces to solicit 
agents, many of whom accept pre- 
miums rather than cash for their 
efforts. 

American Seed’s books showed 
that one mailing of 2,000,000 third 
class circulars at a postage cost of 
$30,000 had generated first class 


by WHO 


and Get lowa’s Metropolitan Areas.. 
Dts the Remainder of lowa! 


TAKE AUTOMOTIVE SALES, FOR INSTANCE! 


49% ceDAR RAPIDS - - » Mill 
107% mcm... 
iy 12.5% DES MOINES+ + + « St a 
26% pusuour +... i 

4.4% SIOUXCTY+ + - - 

3.9% WATERLOO - + - » J 

65.1% REMAINDER OF STATE 


because Rock 


é eg 


Figures add to more than 100% 


Island County, Illinois 


is included in Tri-Cities. 


S.A.M. DAYTIME 
STATION AUDIENCE AREA 


WISCONSIN 


FREE & PETERS, INC., National Representatives 


THE “REMAINDER OF IOWA” ACCOUNTS FOR THESE SALES: 
(Which You MISS Unless You Cover the Entire State) 


65.4% Food Stores 

61.6% Eating and Drinking Places 
44.8%, General Merchandise Stores 
55.6% Apparel Stores 

60.7% Home Furnishings Stores 
65.1% Automotive Dealers 
73.2% Filling Stations 

79.6% Building Material Groups 
60.4% Drugstores 


Source: 1952-'53 Consumer Markets 


ino ALL of IOWA 


Advertising Age, March 8, 1954 


replies, orders sent fourth class, 
premiums sent fourth class and 
payments to agents sent first class 
totaling $128,125 in postage and 
money order fees. 

The report also shows that 
another Lancaster organization, 
Farmers Supply Co., reduced its 
third class mail advertising from 
150,000 pieces per year to 75,v00 
after the 1952 rate increase went 
into effect. In turn, this brought 
about a reduction in the amount of 
postage payments stimulated by 
the company’s advertising. 


= Another case cited is that of a 
wholesale grocery firm, Aument 
Brothers, which sells to some 300 
eutiets and depends entirely upon 
third class mail. This company 
moves about 4,500 cases of soap 
annually and has calculated’ that 
it would have to sell an additional 
7,000 cases per year to pay the 
aaron increase in its postal 

An intriguing problem was un- 
covered in Raleigh, where the state 
government of North Carolina is 
by far the largest user of the mails. 
DM.AA points out that an increase 
in postal rates in such a situation 
will increase state taxes. 

Interviews in Raleigh with a 
magazine editor, the president of 
a wholesale poultry and farm sup- 
ply company, the manager of a 
photographic studio, the advertis- 
ing manager of a school supply 
company and the manager of an 
effice supply store brought out the 
same general reaction: Increased 
postal rates will seriously threaten 
already narrow margins of opera- 
tion. 


# Quotations from questionnaire 
replies show that the fear of rate 
increases is nationwide, according 
to DMAA. 

A supply company in Jamaica, 
N. Y., said, “Another raise will 
put us completely out of the mail 
order business.” 

A training institute in Chicago 
says, “It is entirely possible that 
these increased costs might very 
well make the continuation of this 
particular business impossible in 
the lean years.” 

An advertising agency in Kansas 
City, Kan., declared, “It is our 
best thinking, based upon inter- 
views and. discussions with our 
customers, that third class has ab- 
sorbed all it will absorb.” 

A market advisory bureau in At- 
lanta reported, “If third class bulk 
mailings is raised to 2¢, we will do 
less mailing under third class per- 
mit and go more strongly for ad- 
vertising in financial and trade 
magazines.” 


s John K. Lord, associate manag- 
ing director of DMAA, who aided 
in the preparation of the report, 
told ADVERTISING AGE that average 
purchases of postcards, under the 
old.1¢ rate, amounted to about four 
billion cards a year. “Since the in- 
crease to 2¢,” he said, “‘the govern- 
ment’s print order to cover its 
anticipated fiscal year’s sales has 
been cut to less than 2.5 billion.” 

The report on third class mail 
corcludes with what the mail ad- 
vertisers’ group calls a “decalogue 
for the guidance of members of 
Congress considering proposals to 
increase rates for the postal serv- 
ices.” The ten points include con- 
clusions that third class mail is 
a vital medium of communication 
between the small business man 
and his customers; the proposed 
increase would seriously restrict 
that communication; the point of 
diminishing returns was reached 
by many small businesses with the 
1952 increase; a rate increase 
would mean a net reduction in in- 
come for the Post Office Depart- 
ment, and the solution lies in mod- 
ernizing and economizing postal 
operations. 

In a letter accompanying copies 
of ihe report sent to members of 
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CHEERS—This animated foil display puts 
across the message, ‘Your toast means most 
with Jim Beam,” for James B. Beam Distill- 
ing Co., Clermont, Ky. The various glasses 
are cutouts shown against a dimensional 
foil background. Schmidt Lithograph Co., 
San Francisco, produced the display for 
Jim Beam. 


tor, George V. Rumage, states that 
the survey makes it possible “for 
the first time to present accurate 
answers to the questions of what 
the postal service means to busi- 
ness and individuals throughout 
the country.” 

Four volumes, comprising the 
original report, have been sub- 
mitted to Sen. Frank Carlson (R., 
Kan.), chairman of the Senate post 
office committee. 


Street & Smith Names Sharp 

Ralph J. Sharp, formerly assist- 
ant research director of Crowell- 
Collier Publishing Co., has been 
named director of research of 
Street & Smith Publications, New 
York. He will analyze the markets 
served by Mademoiselle, Charm 
and Living for Young Homemakers 
“to provide information for the 
magazines’ editors and adver- 
tisers.” 


Kem-Tone Applikay Bows 

Sherwin-Williams Co., Cleve- 
land, is introducing Super Kem- 
Tone Applikay, which together 
with a twin roller, imprints de- 
signs on painted walls. Cooperative 
advertising is being used as the 
product gains distribution in vari- 
ous markets. A national campaign 
will be announced later. Fuller & 
Smith & Ross, Cleveland, is the 
agency. 


Welch Grape Juice Boosts 2 

Welch Grape Juice Co., West- 
field, N. Y., has promoted Richard 
R. Adams to merchandising man- 
ager and Robert G. Griffin to field 
sales manager. Mr. Adams is a 
former assistant division manager 
for the western division. Mr. Grif- 
fin has been with the company for 
six years. 


Anyone in your office can set perfect 
headlines, body text, with Fototype. 
(A stenographer set this entire ad!) 
Cuts type costs by as much as 90%, 
Use for house organs, catalogs, ads, 
direct mail, brochures—even letter- 
heads! Clean, sharp characters for 
offset, zines or silk screen reproduc- 
tion. Over 250 type styles and sizes. 
Send for your free copy of Catalog 53. 
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Wilson Promoted to S.M. 


O. B. Wilson has been promoted 
to general sales manager of the 
Brown Instruments division of 
Minneapolis-Honeywell Regulator 
Co. He has been industrial mana- 
ger for the company’s eastern div- 
ision since 1948. 


Staro Names Harrison 


Staro Spinning Reels, producer 
of Swiss-made fishing reels, has 
appointed Lester Harrison Inc., 
New York, to handle its advertis- 
ing. 


Robinson Rejoins Topics 


Elihu Robinson, who was with 
Topics Publishing Co., New York, 
from 1947 to 1952, has returned to 
that organization to become pro- 
motion director of Food Topics, 
Food Field Reporter and Drug 
Trade News. 


‘Inquirer’ Boosts Hannum 


Harry Hannum, formerly in the 
national advertising sales depart- 
ment of the Philadelphia Inquirer, 
has been named research manager 
for the newspaper. 


‘Product Design’ Moves 


Product Design & Development 
is moving to enlarged office space 


at 216 E. 49th St., New York. 


The publication reports a 16% 
increase in advertising space for 
the first quarter of this year over 
the first three issues of 1953. 


Brooks Appoints Loudon 


Winfield Brooks Co., Roburn, 
Mass., manufacturer of paint re- 
mover, has named Henry A. Lou- 
don Advertising, Boston, to han- 
dle its advertising. . 


Malcolm Advertising Opens 

Malcolm Advertising has opened 
with offices at 16 W. 40th St., New 
York 18. George A. Bailey is gen- 
eral manager of the agency. 


= ** Phote-Reports 


Cepetet pe ed ae how 
jes gets pictures an 
tor Abvartnare and Editors 


Send for free copy 
SICKLES 
Photo-Reporting Service 
38 Park Pl., Newark, N. J. 
MArket 2-3966 
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Just three one-minute spots on WSM-TV supplied 
enough sales leads to last for weeks to come ! 


Here's the story chronologically 


My, To get So-Ten Meat Tenderizer into new 
markets, the So-Ten Company of Memphis 
decided to invite people to write in for 

free samples, fill such requests promptly, 
then have its salesmen follow-up by visiting 
stores in towns from which requests came. 


The company, through its advertising agency Getz 


Crenshaw of Memphis, decided further to make its 
free sample offer in one-minute spot announcements 


on Phila Rawlings’ “Kitchen Kollege” program. After 


just three airings, they had to call a temporary halt 
because “our salesmen can’t keep up . . . requests 
have come from 80 towns so far!” 


If your sales force can use a mid-flight refueling, 


remember that WSM-TV has been airborne longest in the 
Nashville and Middle Tennessee market — and has the gear 


to garner loads of leads. Contact Irving Waugh or 
any Petry Man for details ! 


WSM-T 


Channel 4 
Nashville 
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Encyclopedias Now 
Promoted Through 
Neighborhood Stores 


‘national Encyclopedia Inc., New |Crest rum, brandy 
York. The association also re- assigned to Mot! { 
‘vealed that the set is a “direct | Angeles, had been previously han- 
descendant” 
‘titled Winston’s Encyclopedia and 


of earlier versions 


Eneyclopedia Library. It has previ- 


New York, March 3—Shoppers ously been sold as a grocery store 
at neighborhood stores should soon premium at 79¢ and 89¢ a volume. 


be finding it about as easy to buy 
an encyclopedia as a pouch of to- 
bacco or a can of tomatoes. 

Last week, J. J. Little & Ives Co., 
publisher of 20th Century Ency- 
clopedia, started working with 


Metropolitan Tobacco Co. to dis-| 


tribute its 20-volume set in the 
New York market through 10,000 
neighborhood stores at 79¢ a vol- 


ume. Shortly before, Kroger Co. | 
launched a promotion which offers | 


customers the 16-volume Amer- 
ican International Encyclopedia at 
89¢ a volume. 

Little & Ives, through its agency, 
Wexton Co., is using three to five 
weekly insertions in all New York 
dailies, plus 150 to 200 radio and 
television spots weekly for 19 
weeks. 

If the New York test clicks, 
Little & Ives will use the promo- 
tion nationally. 


® Kroger, relying solely on full- 


} 


| 
| 


page newspaper ads, reports that | 
(the promotion has been a success | 
in 12 major markets where it has} 


tested. The campaign, 
cording to Kroger officials, 
not been expanded because the 
publisher of the encyclopedia has 
not been able to keep up with the 
demand tor books. 

Kroger officials in Cincinnati 
said they cannot give the name of 
the publisher of the encyclopedia 
set, but claimed it sold at the 
original publisher’s price of $50, 
compared with Kroger’s offering 
at $14.24. This, they said, has been 


ac- 
has 


been 


verified with better business bu-| 


reaus In all markets. 

A check by AA with the Amer- 
ican Library Assn. disclosed that 
the publisher is American Inter- 


A 
SILENT SALESMAN 


W ALL STEEL LITERATURE 
DISPLAY RACK 


W ALL STEEL DISPLAY RACKS 
FABRICATED TO YOUR SPECIFICA- 
TIONS FOR LITERATURE OR YOUR 
PRODUCT 


w FOR LOBBYS, SHOW ROOMS, TRADE 
SHOWS, & POINT OF SALES 


w FIVE STANDARD MODELS 


w¥ STORAGE CAPACITY IN 
REAR OF RACK 


FLOOR, COUNTER, & WALL RACKS 

WRITE OR CALL FOR LITERATURE 

NO SALESMEN WILL CALL 
LITERACK INC. 


5511 EUCLID AVE. 
CLEVELAND 3, OHIO 


Phone — HEnderson 1-7222 


ee 
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FC&B Still Has Bohemian 


AA erroneously reported on Feb. 
22 that the account of Bohemian 
Distributing Co., Los Angeles, in- 
cluding Crown Russe vodka, Royal 


Cone & Belding. 
these brands had 
'been handled by Hixson & Jorgen- 
isen. Foote, Cone. which has never 
handled this advertising, continues 
to be the agen:y on Acme and 
Rheingold beer {or Bohemian Dis- 
tributing. 


by Foote, 
|Advertising for 


Rumsey Expands into Agency 
Jon D. Rumsey, Albion, Mich., 


has expanded hi: advertising serv- 


and liqueurs, ice into the agency field, effective 
& Siteman, Los | 


March 15. The new agency, to be 
known as Rumsey & Associates, 
will headquarter at 219 1-2 S. 
Superior St., and will serve the 
general industrial:field as well 
as the baking industry and allied 
trades. 


Scholl Appoints PR Board 


Scholl Mfg. Co., Chicago manu- 
facturer of foot remedies, has ap- 
pointed the Public Relations Board, 
Chicago, to handle its public re- 
lations. 
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Aldens’ Spring Book Out 

Aldens Inc., Chicago, has mailed 
its spring sale catalog, featuring 
many reduced items. The book has 
been expanded approximately 
200% in total page area—from 84 
small pages in 1953 to 164 large- 
size pages. Offerings include spe- 
ci?l bonuses with purchase of 
many items. 


Rowe & Wyman Names Cugat 

Alfred Cugat has been named 
art director of Rowe & Wyman Co., 
Cincinnati agency. 
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Advertising Age, March 8, 1954 


To Transportation Displays 


Transportation Displays Inc., 
New York, has been appointed 
advertising representative for the 
Long Island Railroad. Effective 
May 1, it will handle station post- 
ers, car cards and interior station 
displays in addition to the time- 
tables which it currently publishes. 
The company plans to make use of 
a new type of poster frame made of 
anodized aluminum and “special- 
type illuminated spectaculars” will 
be erected in the more important 
stations. 


of firms in all parts of the coun- 
Banks, Dep artment try, was conducted among com- 
‘panies using tv advertising last 
Stores Repo rt TV June. Responses were received 
from 66% of the banks, 48% of 
Ads Are Successful ‘the department stores and 44% of 
UrBANA-CHAMPAIGN, March 2—~/the savings and loan associations. 
A University of Illinois survey| Banks cited the following ad- 
shows that banks, department vantages to tv advertising: 
stores and savings and loan asso- 1. Combining sound, sight and 
ciations have been successful with action in commercials. 
television advertising and are “i 2. The “captive” audience avail- 
creasing their outlays for tv ads. (able in communities where only 
The survey, sampling opinions’ one channel is in operation. 


3. A larger and different audi- 
ence than that covered by other 
media. 

4. Personal copy effect that is 
possible. 


= Department stores said tv ad- 
| vertising adds prestige, while sav- 
ings and loan associations reported 
‘it is advantageous to sell persons 
|while they are relaxing in their 
homes. 

Chief complaints were: (1) tv 
advertising is too expensive; (2) 


AND KILLED THE ORDER? 


One thing that makes industrial selling tough is the fact that 
today—in most manufacturing plants, especially the large ' 
ones—there are from three to six men who have a voice in 
recommending, specifying and buying. These men must be 
contacted. But your salesman also has to contend with un- 
known buying influences . . . men whose title or job function 


belie their importance . . . 


One sure way of reaching these unknown buying influences 
is through the magazines they must read to keep up with their 
jobs. Business decisions are influenced by what these men 


read in the editorial and 
magazines. 


We call Business Publication Advertising ‘‘Mechanized 
Selling”’ because it gives greater productivity to the salesman’s 
efforts . . . just as a high speed machine steps up the produc- 
tivity of the skilled workman in the plant. Used for the pre- 
liminary steps of making contact, arousing interest and creating 
preference for your product, business magazine advertising 
gives your salesman more time to concentrate on the impor- 
tant job of making specifications and closing the sale. 


Ask your McGraw-Hill 


let, “Orders and How They Grow.”’ It gives the salesman a 
realistic appreciation of how business publication advertising 
helps him use his time more productively. You’ll want to 


Mc GRA , 


read it, too. 


McGRAW-HILL PUBLISHING COMPANY, INC; 
ARP 330 WEST 42nd STREET, NEW YORK 36, N. Y. 


HEADQUARTERS FO 


Into Your Sales Talk— 


SELLING 


tising can do in 
whose ‘‘No!”’ may cost you the sale. 


advertising pages of their business 


theme. 


able at all McGra 


man for a copy of our 20-page book- 


x FOR BUSINESS 


® BUSINESS INFORMAT:AON 


HAVE YOU SEEN 
OUR NEW MECHANIZED 


We have just produced a 35mm. 
sound-slide film entitled, “Plateau 
of Progress.’’ This 14-minute 
Kodachrome film presents the ap- 
plication of mechanization to sell- 
ing . . . shows the job that adver- 


economy we’re living in today. 


The film fits ideally into con- 
ferences, sales meetings, sales 
training courses, advertising pres- 
entations and other gatherings 
where business promotion is the 


This new film, and our earlier 
film, ‘‘Mechanized Selling . . . 
Blueprint for Profits,’ are avail- 


Offices. For further information, 
ask your McGraw-Hill man or 
write Company Promotion De- 
partment. 


FILM? 


the kind of 


w-Hill District 


lack of good time for local pro- 
grams; (3) shortage of trained 
personnel to prepare and coordi- 
nate advertising, and (4) a lack 
of good local talent. 

The survey noted that tv adver- 
tising by department stores has 
not made any inroads into their 
newspaper advertising budgets. 


California Lemon Growers 
Slate ‘Biggest Campaign’ 


The California Lemon Products 
Advisory Board, Los Angeles, will 
run its biggest advertising cam- 
paign this year, using magazines, 
television and Sunday supplements 
in its summer sales drive. The 
magazine schedule, running May 
through September, calls for four- 
color ads in Better Homes & Gar- 
dens, Good Housekeeping, Ladies’ 
Home Journal, Life, McCall’s and 
Woman’s Home Companion. 

Frozen lemonade will be pro- 
moted on network television for 
the first time, with participations 
to be used from June to September 
on NBC’s “Saturday Night Re- 
view.” Other plans call for space 
in What’s New in Home Economics 
and a special promotion in July in 
The American Weekly, the First 3 
Markets Group, Parade and This 
Week Magazine. McCann-Erickson, 
Los Angeles, is the agency. 


Toy Guidance Appoints Two 


The Toy Guidance Council, New 
York, has made two additions to 
its publicity staff. Robert W. Bloch, 
formerly production supervisor of 
the “Kathi Norris” television pro- 
gram, has been appointed radio and 
television director, and Arnold R. 
Bolka, previously with the pub- 
licity and advertising staff of 
Cunard Line, has been named 
press director. 


Clyne Joins Pressed Steel * 


Robert W. Clyne, formerly divi- 
sional sales manager of American 
Steel Foundries, Chicago, has been 
elected v.p. in charge of marketing 
of Pressed Steel Car Co., Chicago. 


TION, 
SINCE Meat 1932 


Your Agency Can Have 
40 Branches in 1954! © 


NAAN now has 40 offices * over 800 
principals and staff * more than 1100 
a diversified accounts * billings 


ce 


Why be alone in the agency busi- 
ness? If your agency will work co- 
operatively and unselfishly . . . if 
it can measure up to NAAN's high 
standards . . . it belongs in NAAN, 
most influential and helpful to you 
of all the networks. Principals of 
interested agencies which can 
quolify in our few open-franchise 
territories will be invited to attend 
(this is a must) NAAN's 23rd An- 
nual Management Conference at 
Boca Raton, Florida, April 12-18, 
1954. For confidential details on 
requirements, write now. 


. 


__ NAAN is now represented in. Cedar Rapids—Cleve- 

land—Dayton—Des Moines—Detroit—Edmonton 

| = £1 Paso—Fort Woyne—Fort Worth—Grand 

F , ile, S. C.—Hortford—Kansas City— 
Les Angeles—Lovisville—Marion—Memphis—Mil 
waukee—Mobile— Montreal —Nashville—New 

Orleans—New York —Oakland—Oklahoma City — k 

| Peoria—Philadeiphio—Portiand, Ore. —Providence i 
—St. Louis—San Francisco—Seattle—Syracuse— 

’  Tacomo—Toronto—Tulsa—Washington—Waterloo | 

3 —Wilmington—York. k 
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OAKLEIGH R. FRENCH, SR. 
Managing Director; NAAN im 
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Ockleigh R. Fre: 
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Along the Media Path 


e “Pioneers for Progress,” fea-|published in a limited edition by 
turing eight “epics of action”"— Chemical Processing, a Putman 
tributes to outstanding achieve-| publication. Copies of this hand- 
ments in the field of the chemical somely printed and bound volume 
services and industry—has been are being sent to universities and 


King-size Typography 
with the Bundscho filter 


Here Type Can & SERVE You 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. - RAndolph 6-7292 - Chicago 1 


colleges for “the inspiration and 
guidance of students preparing for 
technical careers.” Copies are also 
going to presidents and board 
chairmen of leading American in- 
dustrial companies 


e To boost its annual auto show 
issue on Feb. 28, The American 
Weekly sent out advance copies in 
an eye-catching folder. The folder 
says that in 1953 the supplement’s 
position in automotive advertising 
rose to fourth place among maga- 
zines, a gain of $1,150,568 over 
1952, when The American Weekly 
was renovated. 


e Advertising can favorably affect 
the value of a company’s securities, 
Business Week found in a recent 
survey. Investors say that knowl- 
edge about a company is the 
strongest factor in influencing the 
purchase of new securities, the Mc- 
Graw-Hill publication says. Some 
92% of investment bankers queried 
said they think advertising favora- 


bly affects the sale or stability of 


a company’s securities. 


e The newspaper plant of the 
Times Herald, Norristown, Pa., 
has undergone an 18-month-long 
renovation and expansion program. 
About 1,800 sq. ft. of floor space 
has been added. 


e Effective with its September 
issue, Parents’ Magazine will in- 
crease its circulation guarantee to 
1,625,000, an increase of 844%. Ad- 
vertising rates are being increased 
an average of slightly less than 
844%. A one-time b&w page will 
cost $6,590. 


e The New York Times has issued 
two pamphlets as aids to advertis- 
ers: “How to Put ‘Sell’ into Your 
Farm & Acreage Advertising” and 
“Public Relations Advertising— 
Key to More Trade with the United 
States.” The latter is aimed at 
foreign advertisers. 


e KING-TV, Seattle, has con- 
verted the roof of its building into 
a helicopter landing field. It will 


S ONE big unified 
market! 


ae 


$1,333,699,000 


7,000 


in effective buying | 


your prospects are best in the GROWING WEST! 


have huge payrolls to spend. 


one low rate with one schedule. 


® Salt Lake Intermountain Market 


When you buy the Salt Lake newspapers, you get not only Salt Lake City with 
its 189,100 people , but this unified four-state market with 14 million. They 


‘ 
t 


Che Salt Lake Tribune 


(MORNING & SUNDAY) 


income 


SS 


Salt Lake’s two metropolitan newspapers cover... and sell .. . all of Utah, 
southern Idaho, western Wyoming and eastern Nevada. Buy them both at 


DESERET NEWS wo 
Salt Lake Felegram (eveninc) 


Represented Nationally by: MQLONEY, REGAN & SCHMITT, INC., Metropolitan Sunday Newspapers 


MECHANICAL 
“ENGINEERING 


ALTERATIONS—This new cover on Mech- 
anical Engineering represents one of the 
many changes instituted by the magazine 
on the recommendation of George Dusen- 
berry, business paper design consultant. 
Other changes include larger type—10 pt. 
Garamond instead of 9 pt.—bolder heads 
and cutlines and more white space. 


use a helicopter to cover regional 
news of western Washington. 


e To demonstrate the difference 
between its old 650’ antenna tower 
and its new 1,000’ tower, WTTV, 
Bloomington, Ind., has sent out 
a folder which, when open, snaps 
into a three-dimensional coverage 
map with reproductions of the two 
towers in scale standing side by 
side for comparison. The folder 
also carries pertinent data about 
the station’s coverage area. 


e The Washington Times-Herald 
received 115,033 responses in its 
Bachelor Baby Contest (fitting hu- 
morous captions to baby pictures), 
close to 50% of its more than 
250,000 circulation. 


e Department of New Laurels: 

Advertising linage in the March 
issue of American Girl is up 20% 
over March, 1953. Space for the 
month totals 11,767 agate lines, 
against 9,761 a year ago. Linage for 
the first quarter of 1954 has in- 
creased 7%, while gross advertis- 
ing revenue shows an 11% gain 
over 1953. 

In 1953, the Philadelphia Inquir- 
er showed linage gains for the 
tiird consecutive year. Total lines 
of advertising carried amounted to 
38,265,110. 

Advertising linage of The Amer- 
ican Journal of Nursing for the 
first two issues of 1954 showed a 
gain of 15.1% over the January and 
February issues of 1953. Advertis- 
ing revenue for the current year is 
24.3% ahead of the 1953 figures for 
the first two months. 

True reports greater advertising 
revenue in its April issue than in 
any other month in its history. Ad- 
vertisers paid $324,976.07 for space, 
an 85% increase over February and 
almost as much over March. 

American Home closed its April 
issue with the largest advertising 
revenue of any issue in its histo- 
ry—over $1,200,000. In number of 
advertising pages, it will be the 
second largest issue the magazine 
has ever published. 

Advertising linage for the first 
quarter of 1954 for Nation’s Busi- 
ness increased 15% over the same 
period last year. The March issue 
contains more linage than any 
other issue published since 1946. 


Three Join ABP 


Three additional business papers 
have joined Associated Business 
Publications, including Audio, pub- 
lished by Radio Magazine, Mine- 
ola, N. Y., Leather & Shoes, pub- 
lished by Rumpf Publishing Co., 
and Savings Bank Journal, pub- 
lished by Group Publishers Inc., 
New York. 


Ad Group Slates Meeting 


The National Assn. of Transpor- 
tation Advertising will hold its 
13th annual meeting May 24-26 at 
the Blackstone Hotel, Chicago. 


—— 
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FTC Finds Untair 
Practices Among 


Ice Cream Makers 


WASHINGTON, March 2—The Fed- 
eral Trade Commission charged 
last week that eight big firms are 
gaining control of the ice cream 
business through the use of exclu- 
sive dealing contracts which drive 
smaller firms to the wall. 

The commission said the eight 
firms and their subsidiaries al- 
ready enjoy about 40% of the in- 
dustry’s billion dollar annual vol- 
ume. It expressed fear that smaller 
firms will be entirely destroyed if 
the major manufacturers continue 
to offer “unfair inducements” in 
return for exclusive contracts with 
desirable retail outlets. 

The commission’s complaints 
cite the following eight firms: Na- 
tional Dairy Products Corp., New 
York, and 28 subsidiaries; Arden 
Farms Co., Los Angeles, and five 
subsidiaries; Beatrice Foods Co., 
Chicago, and seven subsidiaries; 
Borden Co., New York, and two 
subsidiaries; Carnation Co., Los 
Angeles, and five subsidiaries; 
Fairmont Foods Co., Omaha, and 
two subsidiaries; Pet Milk Co., St. 
Louis, and two subsidiaries, and 
Foremost Dairies Inc., Jackson- 
ville, Fla., and six subsidiaries. 


@ The complaints observe that ice 
cream is customarily sold through 
drug, grocery and confectionery 
retailers, restaurants, hotels, way- 
side stands and institutions. They 
allege that the firms offer unfair 
inducements in the form of cash 
loans, bonus payments, discrimi- 
natory discounts and refrigeration 
equipment to induce dealers to 
enter into exclusive contracts. 

The complaints charge that these 
practices injure the smaller ice 
cream manufacturer with limited 
capital. “If continued,” the com- 
plaints say, “they will result in 
further concentration of the ice 
cream manufacturing business in 
the hands of a few major com- 
panies.” 


a FTC mentioned these examples 
of practices which it considers 
objectionable: 

1. Making cabinets and refrig- 
erator units available to retailers. 
2. Making loans to retailers. 

3. Supplying soda fountain 
equipment and store fixtures to 
retailers. 

4. Repainting of store interiors, 
servicing fountain equipment and 
providing other services of value 
to retailers. 

5. Granting discounts and re- 
bates on sales of frozen products 
which are not related to savings. 

6. Making rebates and allow- 
ances on the understanding that 
dealers enter into exclusive con- 
tracts. 

FTC said ice cream volume has 
grown from 148.298.000 gallons in 
1920 to 618,532,000 gallons in 1950, 
but the number of manufacturers 
dropped from 2,427 to 1,521. 


Montenier Spring Drive Set 

Jules Montenier Inc., Chicago, 
will offer a spring promotional 
package consisting of Stopette 
spray deodorant and Poof dendor- 
ant body powder, and will adver- 
tise the special sale of a $2.35 value 
for $1.75 in the April and May is- 
sues of Charm, Family Circle, 
Glamour, Ladies’ Home Journal, 
Life, Look, Mademoiselle, McCall’s, 
Parade. Seventeen, Woman’s Day 
and Woman’s Home Companion. 
All telecasts of “What’s My Line” 
over CBS during the two months 
will push the package offering. 
Earle Ludgin & Co., Chicago, is 
the agency. 


Gilliam Joins Wanamaker 

Alice Gilliam, formerly an ad- 
vertising executive of Thalhimer’s, 
Richmond, Va., has joined John 
Wanamaker, Philadelphia, as as- 
sistant ad director and copy chief. 
She succeeds David J. Warden, 
who resigned last fall. 


Saanaaacd 


DUCK!—Consolidated Vultee Aircraft Corp., San Diego, creates an iilusion of flight 
with this painted bulletin featuring a cutout wing scheduled to appear in the top 
ten air-travel cities. Buchanan & Co., Los Angeles, is the agency. 


\Chicago area, has been promoted 
to general manager of the group. 
Stewart Turner, sales manager for 
ifurniture stores in Chicago, be- 
comes general manager of that 
group. 


Bostwick Plans Drive 

Bostwick Laboratories, Bridge- 
port, is using full-page trade pub- 
lication advertising to feature its 
Hep Aerosol insect killer and to 
announce a national consumer 
campaign. Good Housekeeping, 
Ladies’ Home Journal, Woman’s 
Home Companion, Sunset Maga- 
zine and Today’s Woman are 
scheduled. 
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United Air Boosts Hancock 


John T. Hancock, city sales 
manager at Springfield, Mass., 
has been promoted to director of 
advertising for United Air Lines, 
with headquarters in Chicago. 


- TELL AND SELL YOUR STORY 
WITH GENUINE PHOTOGRAPHS © 


8x 10's Post Cards = Tip-ons © 
Miniatures—Portfolios—Business Cards 


‘THE GROGAN PHOTO COMPANY 
1275 N. Bahls St, Danville, Hinois: 


a CHICAGO OFFICE. me ¥ 
122 S. Michigan Ave, Phone WEbster 9-3219 


Minneapolis Paper Hikes Rate 


The Minneapolis Star & Tribune 
will increase its national adver- 
tising rates 5¢ a line, effective 
April 1, bringing the new daily 
rate to $1 a line and $1.15 for the 
combined Sunday edition. Retail 
ad rates on the papers will go up 
1¢ a line at the same time. 


Spiegel Names Rudin V.P. 


Louis E. Rudin, v.p. in charge of 
retail furniture stores for Spiegel 
Inc., Chicago mail order house, has 
been promoted to v.p. and sales 
manager of the mail order div- 
ision. Charles Helser Jr., mer- 
chandise manager for the Spiegel- 


owned furniture stores outside the| ‘ 


pecify COPY-CHANGER Frames 


816 PHILLIPS AVE., 


<< for point-of-sale material or advertising messages. #35 
=" Easel or Wall hanger styles. Made of steel in any 
color Baked Enamel or Laquer. 

Also adaptable to trucks and taxicabs. 

THE YARDER MANUFACTURING CO. 


TOLEDO 12, OHIO 


“CANTON... An Important Metropolitan Market 
In Rich Northeastern Ohio” 


HERE’S A $500 MILLION Wf 


HERE’S 


d es Y, 


G 


in reta 


il food lineage. 


TARGET 


THE ONLY WAY TO HIT IT! 


Any half-million dollar market is an important target R 
the Canton Metropolitan Market (containing two urbanized areas besides 
Canton itself) you can hit the combined resources of 80,913 

families whose buying power is 19% above the national average and 
who spend 11% more than the national average in retail sales. 


. . but in 


Aim your advertising to strike in this big, busy, well-balanced 
heart of rich northeastern Ohio with one reliable weapon . 
The Canton Repository. The Repository produces 100% city zone 
coverage, 75% total market area coverage. Other advertisers know 
how well space in The Canton Repository pays off . . 
the fact that The Repository ranks 5th in the nation and first in Ohio 


. witness 


This same strong selling power can sparkplug your marine too, 
because Canton has the cash. But remember, if you’re not in The 
Repository . . . you're not selling Canton! 


THE CANTON 


REPOSITORY 


A BRUSH-MOORE NEWSPAPER 


Represented Nationally by 
Story, Brooks and Finley 
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Tally-Ho, Abramowitz... 


Horses and Coach Escort New Thomas 
Bread Product to Its New York Debut 


Lona IsLaAnpd City, N. Y., March 
2—S. B. Thomas, specialty baker 
with a completely motorized de- 
livery fleet, got a horse last week 
to introduce its new white loaf. 

In fact, Thomas, an outfit with 
the patience to hold its promotion- 
al horses until it had a “truly su- 
perior” recipe for its white loaf, 


FOR 
Cy | CONVENTIONS 
/ TRADE SHOWS 
EXHIBITIONS 


es - For All Mojor Cities 
Somoles Write... 
JACKSON 
PRINTING CO. 
1045 Pin€ AVENUE 
one a we \nase. LONG Beacw 13. CAL. 


persevered until it came up with 
four horses—white ones, naturally, 
and a tally-ho to match. 

The idea of bringing to life the 
Thomas coach-and-four _ trade- 
mark, conceived by Robert W. Orr 
& Associates, was an instant hit 
with the baker. But where to dig 
up four immaculately white horses 
and a milk-hued tally-ho. 

Orr people started scouring the 
city. Ultimately they wound up 
shaking hands with a gentleman 
named Hopalong Abramowitz, pro- 
prietor of an establishment that 
rents horses, wagons, and carriages 
for all purposes. Hopalong’s steeds, 
unfortunately, proved not so white 
as Thomas’ snowy new bread, but 
he had a humdinger of a tally-ho. 


Orr’s peregrinators hied them- 
selves next to the Wainess Stables, 
where horses and other animals 
are available “for studio-televi- 
sion-stageshow work.” Among the 
equines located there, one recent-| 
ly ended an engagement in Radio 
City Music Hall’s nativity play, | 
and two were regularly on call for 
the Metropolitan Opera House. The 
fourth horse, sor: of a bit horse, 
was just getting acquainted with 
the theatrical circuit. 

More spadewo:\ finally uncov- 
ered an oldtime carriage painter 
who undertook to paint Hopalong 
Abramowitz’ tally-ho white, with 
gold trim. Orr people discovered 
that the proper striping and detail 
painting of a tally-ho is some- 
thing of a lost art. Anyway, the 
job took two weeks’ work, seven 
days a week. 


® Orr researchers, leaving nothing 
to chance, then unearthed the fact 
that their coach-and-four, abroad 
in New York, would be subject to 


a police summons unless officially 
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CHEEZIT! THE LAW—Thomas’ tally-ho driver and friends, intent on delivering the 
new Thomas white loaf to chain store outlets in New York, are halted by one of 
the city’s finest. Seems you have to have a permit to do that sort of thing—the 


SUCCESSFUL MERCHANTS 
BUILD PROFITS WITH 
MAGAZINE ADVERTISING 


CITY—NEWARK | 


LOCALLY-EDITED MAGAZINE. OF 
NEWARK NEWS 


STORE—BERKELEY FURNITURE 


COMPANY 


AT LOCAL LEVEL! 


“The Locally-Edited Newark Sunday News Magazine 
has been so consistently productive, we rank it as our 


top advertising medium!” 


CHARLES R. DAvis 
Berkeley Furniture Company 


Thomas’ boys did. 


incorporated into its regular de- 
livery fleet, with an authorized 
route man aboard having a proper 
route list. These things were done, 
thus placating the cop who halted 
the one-coach caravan near the 
Port Authority terminal on de- 
livery day. 

The tally-ho gimmick just 
about over-awed chain store man- 
agers on its introductory route. 
The result was that some 25,000 
loaves of the new Thomas’ white 
bread, which boasts protein values 
“50% to 75% more efficient than 
the average of any other white 
breads,” went on sale at various 
outlets of the Food Fair, Grand 
Union, Gistede, D’Agostino and 
Shopwell chains. 


# Announcement ads of 1,000 lines 
appeared in the Daily News, 
World-Telegram & Sun, Journal- 
American, Newark News, Bridge- 
port Post-Telegram, New Haven 
Register and the Westchester 
Group. Thomas also has started 
an hour-long weekly tv program 
on WABC-TV. 

Everything’s settled back to nor- 
mal now. Thomas is delivering 
with its regular motor fleet and 
feeling happy with the impact of 
the Orr agency’s stunt. 

Orr is happy that the client is 
happy. The horses are happy to 
get back to the footlights, and Hop- 
along Abramowitz is happy, too. 
Anybody need a newly-refurbished 
tally-hc? 


Norelco Stages Contest 
A $20,000 cash and merchandise 


If buying the right magazine is your problem, find your solution by 
seeing how merchants buy their magazine advertising! Stores like the 
Berkeley Furniture Company build instant sales by buying magazine 
circulation at the local level. In Newark, for example, the Locally- 


sales slogan contest for wholesale 
and retail salesmen will be run by 
the Norelco shaver Givision of 
North American Philips Co., New 
York, in connection with a con- 
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Edited Newark Sunday News Magazine reaches 58% of the vital New- sumer advertising campaign ending r 
ark market, while the topmost national magazine gives you only 17% aoe ho ao Ryrneriy tet ‘ 
“ge : A orts convertible, ‘ 
coverage. That's just one advantage! Your campaign in all of the 13 a Euvcpean ion. i dice, watches, \ 
Locally-Edited Gravure Magazines can be timed to right selling seasons. luggage and other merchandise. ‘ 
Full merchandising cooperation of all the National Advertising Depart- ne A Pon ving = ogy hs ae t 
ments helps assure the success of your sales program. ee ee t 
: ‘i ; ! y .“ i Plymouth Signs TV Show t 
Get the verdict of your dealers! They'll tell you: “Use Magazine Adver- Yy. g | c 

‘ : isi —jin the thirteen markets served and sold b The Plymouth division of Chrys- 
* Locally-Edited for highest ting 8 as Eeow Save pacing rad ‘ y ler Corp. will begin sponsorship of | P 

readership the LOCALLY-EDITED GRAVURE MAGAZINES. a new television show on April 10 
us on the CBS-TV network. A new | & 
°6 ‘ : situation comedy titled “That’s My ) ¢ 
ravure magazine reproduction Boy,” starring Eddie Mayehoff, it , a 
will be praen Seeny eg | a 
© Newspaper circulation im 10 to 10:30 p.m. EST, and will be k 
i = carried on more than 100 network C 
pr stations. The show will originate | 
* Complete flexibility in Hollywood. N. W. Ayer & Son . 2 
is the agency. | 

* Maximum savings on positives 
Armstrong to Metro ££ 
For ‘more information about these 13 John E. Armstrong, formerly | bh 
* weekly newspaper gravure magazines with Ladies’ Home Journal, has [ 
2 ap ne er wages. sag’ fernce AKRON BEACON JOURNAL © ATLANTA JOURNAL AND CONSTITUTION * COLUMBIA STATE joined the Chicago sales office of . 
& Woodward, Inc., Jann & Kelley, Inc., | COLUMBUS DISPATCH * DENVER POST * HOUSTON CHRONICLE Metro’s Sunday magazine group te 
‘ Kelly-Smith Co., Moloney, Regan & INDIANAPOLIS STAR © LOUISVILLE COURIER-JOURNAL © THE NASHVILLE TENNESSEAN as an account executive. p 
ss pel Ales Sees Ferg neg afl NEWARK NEWS * NEW ORLEANS TIMES-PICAYUNE-STATES t! 
Story, Brooks & Finley, Inc. ST. LOUIS GLOBE-DEMOCRAT * TOLEDO BLADE Brown Joins ‘Living’ Sales a 
TOTAL CIRCULATION OVER 3,370,000 COPIES WEEKLY Gordon W. Brown, formerly with s 
‘ a 

sani. House Beautiful, has joined the 

sales staff of Living for Young a 
Homemakers, New York. f 
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Information for Advertisers 


e “The Greater Philadelphia Mar-| scheduled to be published this 


ket Book” is being distributed by 
the Philadelphia Evening Bulletin. 
It provides up-to-date information 
on population, housing and whole- 
sale and retail trade in the area. 


e “The Three Farmers,” a 40- 
page book of maps, tables, graphs 
and charts, showing production 
and income figures for farming by 
state in 1953, is now available from 
the research department of Cap- 
per-Harman-Slocum Ine., 1013 
Rockwell Ave., Cleveland 14. Em- 
phasis is on livestock production. 
The company publishes The Ohio 
Farmer, Pennsylvania Farmer and 
Michigan Farmer. 


e Food-buying patterns, fashions, 
social life and other vital statistics 
about teen-agers are included in a 
new study released by Compact 
and available from its research de- 
partment, 52 Vanderbilt Ave., New 
York 17. 


e “Indiana’s Golden Zone Mar- 
ket,” just released by the Fort 
Wayne News-Sentinel and Jour- 
nal-Gazette, gives comparative 


market data for five other Indiana | 


cities besides Fort Wayne. Agri- 
culture, banking, home ownership, 
retail and wholesale sales are in- 
cluded, as well as a market map. 


e More of the large restaurants 
(73%) use margarine, than medi- 
um-size (66%) and small (64%), 
according to a survey completed 
by American Restaurant, 5 S. Wa- 
bash Ave., Chicago 3. Some 4,004 
questionnaires to larger restau- 
rants only were sent out by the 
magazine to find out the extent 
and ways in which restaurants use 
this product; 482 replies were re- 
turned. 


e A business survey and market 
guide on Rapid City, which ac- 
counts for 6.5% of South Dakota’s 
$63,688,000 in retail sales, is avail- 
able from E. H. Lighter, business 
manager of the Rapid City Daily 
Journal. 


e Imported ear sales gained 
44.06% in the first three months 
of 1953, but this did not last long, 
according to The New Yorker’s 
most recent analysis of this mar- 
ket. By the end of the first 10 
months, sales gain was only 3.74%. 
In contrast, American cars showed 
a gain of 43.74% by the end of the 
first 10 months of 1953. 


e Conover-Mast Publications Inc.’s 
research department, 205 E. 42nd 
St., New York 17, has available a 
pamphlet, “How to Handle In- 
quiries for Best Results,” sub- 
titled “A thumbnail manual on 
handling inquiries, particularly 
the kind produced by business pa- 
pers.” 


e Further analysis of the business 
market’s growth since 1943 shows 
that 6,192,000 businesses were sold 
or liquidated by 1951, according to 
an appraisal of the business mar- 
ket issued by Business Week. 
Copies may be had by writing 
Herman C. Sturm, advertising and 
business manager, Business Week, 
330 W. 42nd St., New York 36. 


e The Minneapolis Star & Tribune 
has published its first “Minnesota 
Homemaker Survey,” a home in- 
terview study of products and ap- 
pliances in households throughout 
the state. The report includes an 
analysis of product use and brand 
standings and is being made avail- 
able to businesses. Preparation of 
a second study dealing with a dif- 
ferent group of household items is 


spring. 


e KJBS, San Francisco, is dis- 
tributing, through its representa-_ 
tive, Avery-Knodel, a 27-page re- 
port of radio station audience lis- 
tening in the area outside its home 
city of San Francisco. The study is | 
based on a sample totaling 84,294 
interviews in San Francisco, plus | 
five outside communities, con- 
ducted by C. E. Hooper Inc. 


e In the 5,000,000 American fam-_ 


ilies with teen-age daughters a 
“second big furnishing” is con- 


stantly under way with daudhtar | 


|a prime mover in the urging, 
choosing and buying of products, 
reports Seventeen in a mother- 
daughter study of teen-ager fur- 
nishings and decorating activities. 
The study was made by A. J. Wood 
& Co. 


e Ice Cream Field, 19 W. 44th 
St., New York 36, has completed a 
Statistical summary of the ice 
| cream industry. Copies can be had 
/by addressing Howard B. Grant, 
| publisher. 


_@ The research department of 
'Capper Publications Inc., 912 Kan- 
sas Ave., Topeka, has readied 
| three more studies of the rural 
| market. They are “Readers, fam- 
ily characteristics and household 
equipment” (for Kansas Farmer); 
“Autos and trucks on farms” and 
“Ironing equipment ownership” 
(both for Capper’s Farmer). 


e A distribution analysis of fro- 
zen foods and frozen juices in For- 
syth County, North Carolina, is 
available from the advertising re- 
search and promotion department 
of the Winston-Salem Journal & 
Sentinel. 


e “Let’s Take a Look at Wauke- 
gan,” a market data survey of this 
Ulinois city, can be had by writing 
Stewart R. Macdonald, promotion 
manager of the Waukegan News- 
Sun. 


e A complete breakdown of sales, 
retail outlets, and ownership for 


1953-54 in Seattle is now being | 
offered in booklet form by the) | 


Seattle Times. 


Appoints Hirshon-Garfield 

Frozen Sea Food Inc., producer 
of frozen shrimp, has appointed 
the Miami office of Hirshon-Gar- 
field to handle its account. 
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ADDRESSING 
HEADACHES? 


20 YEARS “KNOW-HOW” 
GUARANTEES AN 
| ECONOMICAL 


DEPENDABLE JOB 
re Call Mr. Virgil 


_addressors | 


inc. 


~~. aw Re 


ARIZONA 
ARKANSAS 
COLORADO 
DELAWARE 
IDAHO 
KANSAS 
MAINE 
MISSISSIPPI 


MONTANA 
NEBRASKA 
NEVADA 

NEW HAMPSHIRE 
NEW MEXICO 
NORTH DAKOTA 
OKLAHOMA 
OREGON 


UTAH 
VERMONT 


WYOMING 


*1953 SALES MANAGEMENT “SURVEY OF BUYING POWER” 


X 
FORT WORTH IS THE GATEWAY TO THE RICH WEST TEXAS MARKET! 


The West Texas market stretches for more than 300 miles to the West and more 
than 100 miles to the North and South of Fort Worth. Within its boundaries are 
cities that range in size from a few hundred population to over 400,000. It is one 
of the nation’s busiest markets. 

Into this market of 1,928,700 people Texas’ largest newspaper is delivered 
with such merchandisable home coverage that your selling story is bound to be 
seen and read. The Fort Worth Star-Telegram reaches 95% of all Fort Worth 
metropolitan homes daily and 86% of all Fort Worth metropolitan homes Sunday. 
(Metropolitan population, 408,100.) 

The Star-Telegram has many times proved its ability to produce for the adver- 
tiser the results he desires in newspaper advertising. The Star-Telegram stands 
ready and eager to serve you! 


LARGEST CIRCULATION IN TEXAS 
Without the Use of Contests, Schemes or Premiums — “Just a Good Newspaper” 


WEST VIRGINIA 


ABOUT THE FORT WORTH TRADING AREA Zoce SHOULD KNOW! 


FOOD SALES OF THE FORT WORTH AND WEST 
TEXAS TRADING AREA $484,413,000 SERVED © 
BY THE FORT WORTH STAR-TELEGRA 


THAT OF 23 DIFFERENT STATES!" “SS 


RHODE ISLAND 
SOUTH CAROLINA 
SOUTH DAKOTA 


: — , \s , 


Sar, 
ae | 


FORT WORTH 
“WHERE THE 
WEST BEGINS” 
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Birds iil” 

of a feather 
who enjoy life 

together! 


Fraternally-minded Elks can afford 
all that goes into pleasurable living — 
travel, sports, hobbies, entertainment. f 
Investigate this million-strong 
male market where the family income 
in far above average... Ze y 
? where the telling-selling cost is only | 


$2.25 per page per thousand. 


MAGAZINE 


New York « Detroit » Chicago « Los Angeles 


THE 


| Pond's Plans Bic Drive to 
Promote Its Colc Cream 


Pond’s Extract “o., New York, 
has launched “the biggest ad cam- 
paign in the history of the cold 
cream business.” A seven-week 
drive in 67 newsp: pers using 1,000 
to 5,000-line ads, ill introduce a 
new “scientific” t)eme, with copy 
carrying out the message of the 
headline, “In Jus; Three Hours 
Your Skin Dies a _ittle.” 

Beginning Apri 25, the news- 
paper campaign w.'! be supplanted 
by a saturation tv spot schedule in 
25 major markets. In the fall, 
Pond’s will use ‘ull pages in a 
number of women’s magazines, 
while expanding the tv spot sched- 
ule. J. Walter Thompson Co. han- 
dles the advertising. 


Pit & Quarry Names Officers 

James E. Montgomery, presi- 
dent and publisher of Pit & Quarry 
Publications Inc., Chicago, has 
been elected board chairman. He 
is succeeded as president by W. A. 
Wilson, exec. v.p. and eastern sales 
manager. George P. Grant becomes 
general sales manager. Frank J. 
Cornyn, midwestern sales manager, 
has been elected a director. John 
R. Duble has been made eastern 
sales manager and Leonard J. 
Ostrow has joined the eastern sales 
staff. Charles Bussman, with of- 
fices in Cleveland, has been named 
central sales manager. 


Edison Names Gaynor 

Thomas A. Edison Inc.’s instru- 
ment division, West Orange, N. J., 
has named Paul Gaynor & Co., 
New York, to handle its advertis- 
ing. The account was formerly with 
Gotham Advertising. 


Smallman Appoints Zlowe 


I. Smallman & Sons, Paterson, 
N. J., has named Zlowe Co., New 
York, to handle advertising of its 
Craftsman billfolds. The former 


agency was Lewin, Williams & 
Saylor. 


BEAUTY IS 


AS BEAUTY DOES! 


Advertising Age, March 8, 1954 


Getting Personal 


H. Leslie Atlass, CBS v.p. in charge of.the central division, and 
E. C. Shomo, assistant general manager of the division, with their 
families, have been cruising for the past week on Mr. Atlass’ yacht 
in Florida waters... 

Garth Hintz, television 
producer for Dan B. Miner 

s., Los Angeles advertising 
agency, has announced the 
addition to his staff of Kerry 
Ann Hintz, 6 pounds, 7 
ounces. Kerry Ann checked 
in on Feb. 15... 

Hugh B. Terry, president 
and general manager of KLZ 
and KLZ-TV, Denver, hos- 
pitalized Jan. 12 for a rest 
and complete checkup, will 
be back on the job by the 
middle of the month .. . In 
Chicago, Walter R. Buell, ad 
manager of The Rotarian, is 


HONEYMOONERS—Mr. and Mrs. Carl U. 
Fauster, ready to sail for a Bermuda honey- 
moon. Mr. Fauster is advertising manager 
of Libbey Glass division of Owens-Illinois 
Glass Co., Toledo; his bride is the former 


in Billings Hospital for a 
complete rest, following a 
heart attack... 

Mabel Flanley and Sally 
Woodward are celebrating 


Mrs. McCune Green. the 10th anniversary of 
Flanley & Woodward, their 
New York p.r. company, with a cocktail party on March 9. . 
Elmer A. Vehr, secretary of Ralph H. Jones Co., Cincinnati, is cele- 
brating his 35th year with the agency . 

John Bronis of Retailing Daily in Chicago is getting a month’s 
vacation in Miami Beach...Arthur H. Ford, editor-in-chief of the 
Free Press, London, Ont., received a citation for meritorious service 
to the newspaper industry during more than 50 years as reporter 
and editor. At a Windsor conference of Canadian managing editors, 
the award was given to R. J. Churchill, executive editor, in the 
absence of Mr. Ford, who is recuperating from a serious iilness. .. 


Henry C. Flower Jr., a v.p. of J. Walter Thompson Co., heads the 
advertising and p.r. committee of the Salvation Army’s ’54 appeal 
in New York ... The national public information program of the 
United Negro College Fund 
drive will be handled again 
this year by Earl Newsome, 
senior partner of Earl New- 
some & Co., New York... 

Al Paul Leften, president 
of Al Paul Lefton Co., Phil- 
adelphia, has been elected 
president of the Convention 
and Visitors Bureau of the 
Chamber of Commerce of 
greater Philadelphia... 

When Chicago agency pres- 
ident Earle Ludgin spoke be- 
fore the Advertising Club of 
Minneapolis on Feb. 17, one 
of his interested listeners 
was a son who is a senior 


(AND KTHS DID IT!) 


Here at KTHS we are mighty proud to be the only 
50,000-watt station in Arkansas — the only station that 
can “deliver” most of the State. 


at Carleton College, North- 
field, Minn. . . . Record for 


the longest trip of the season ~ 


for the purpose of speaking 
at a Boston Adclub meeting 
is held by Russell Z. Eller, ad 
manager of Sunkist Growers, 
Los Angeles... 


PARTING GIFT—Willoughby S. Leech (right), 
who retired recently as v.p. and manager 
of G. M. Basford Co.’s Cleveland office 
after 25 years’ service, receives a gift from 
Roger L. Wensley, chairman of the agen- 
cy’s executive committee, at a luncheon at- 
tended by the Cleveland and New York 
staffs. 


Represented by The Sranham. Go, oe 
f a 


‘ Under Same Management as KWH, Shreveport 


fen Clay, Eindakive: View Pras dunt 


That in itself is a pretty story. But prettier still are 
some of the selling jobs we do. Here’s what O. J. 
Parham, President of O. J.’s Beauty Lotion Company 
of Shreveport, wrote us recently: 


"Your know-how, your willing and efficient cooperation, 
and KTHS's power to deliver to all parts of Arkansas 
has proven tremendously effective in creating a greater 
demand for our product. 


“As proof positive of your complete coverage of 
Arkansas, our sales volume figures show that each 
section of the State has contributed toward this sub- 
stantial increase in the demand for O. J.'s Beauty Lotion.” 


KTHS gives interference-free daytime coverage of more 
than 314 million people — primary daytime coverage of 
more than a million people! And those people LISTEN! 


Ask your Branham man for the whole KTHS story. 


BROADCASTING FROM” 


William T. Raidt, account 
exec in the Cleveland office of D’Arcy Advertising Co., has been 
in Caracas, Venezuela, helping set up a weekly show called “Fiesta 
Bravo,” a televised bull fight . . 

W. W. “Wink” Quarles, New York district sales manager for 
Power magazine, has remarried his first wife, Kitty. Originally wed 
from 1931 to 1943, they are now looking for a house in Darien, 
Conn... 

The second article in the Woman’s Home Companion series by 
leaders in industry is by David Sarnoff, RCA chairman, who writes, 
in the March issue, on the role of advertising and instalment buying 
in our economy. General Foods president Austin S. Igleheart wrote 
the first piece. . 

Sam Fuson of Cecil & Presbrey was one of those interviewed by 
the Daily News’ Inquiring Fotographer recently. The question was, 
“How have you benefited from your training as a boy scout?” Part 
of Sam’s answer: “And ever since I became a scout, to coin a phrase 
I have been helping ladies across the street.’ .. 

John Mather Lupton, who heads the New York agency of that 
name, has been named to the board of trustees of the Theodore 
Roosevelt Assn., which maintains “Teddy’s” one-time home at Sa- 
gamore Hill, Long Island... 

Ross Hoy, assistant account executive of Needham, Louis & Bror- 
by, Chicago, boasts two “rackets”—not only is he in the agency 
business, but he also recently won the Class B Chicago Squash Rac- 
quets championship. . 

Edgar S. Genstein, president of Kem Products Co., Newark, N. J., 
manufacturing chemist, is author of a book titled “Stock Market 
Profit Without Forecasting—a Research Report on Investment by 
Formula Plan.” Published in January by Investment Research Press, 
the book is now a book club recommendation for executives .. . 

Business Week’s advertising and business manager, Herman C. 
Sturm, is attending the advanced management training program at 
Harvard Business School, which runs until May 21. Filling in dur- 
ing his absence is Ervin E. DeGraff, assistant v.p. and assistant di- 
rector of advertising ... 


See Oe 
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(ADVERTISEMENT) 


Hard Selling, Plus Legislation 
Can Make ‘54 Banner Building Year 


In the first of his regular month- 
ly articles written for exclusive 
publication in Practical Builder, 
Raymond M. Foley told the na- 
tion’s builders, ‘“Your Business De- 
pends on Legislation.” With his 
background as FHA Commissioner 
in 1945, National Housing Adminis- 
trator in 1946, HHFA Administra- 
tor from 1947 to 1953, Chairman, 
National Housing Council, etc., etc., 
Foley knows whereof he speaks. 
His counsel to builders is good ad- 
vice, too, for building products 
manufacturers everywhere. 

As Foley says in Practical 
Builder, “President Eisenhower 
made officially clear what already 
seemed apparent: 1 - That the Ad- 
ministration wants to maintain a 
high rate of housing production; 
2-That it wants that production 
well-distributed; 3- That it will 
rely mainly on the basic devices 
of mortgage insurance, guaranty 
and other public aids that have al- 
ready been developed; 4- That it 
will maintain these aids with some 
broadening in application and 
some refinement.” 

He continues, “This should be 
reassuring, both to the builders 
who have large production in the 
big centers and rely heavily on 
FHA mortgage insurance and VA 
guarantees, and to the smaller 
builders in large or small com- 
munities, who may have been fi- 
nancing most of their jobs on 
‘conventional financing.’ And, 
while the Congressional hearings 
and debates on Eisenhower’s pro- 
gram may be long, and final action 
delayed until May or even later, 
there is no reason to look for stop- 
page of large activity while await- 
ing the legislative results. The 
public still wants houses, but the 
seller’s market has been replaced 
by a buyer’s market. Builders will 
have to become better salesmen— 
study their market more carefully 
—offer better values, more attrac- 
tive design and more liberal fi- 
nancing terms.” (The last sentence 
indicates that Mr. Foley not only 
writes for Practical Builder, but 
reads it...for ‘PB’ preaches the 
same builder-gospel for 1954). 

Next To War, The Building In- 
dustry Has Biggest Impact On Our 
Economy, and the following facts 
(compiled by the National Associa- 
tion of Home Builders), illustrate 
why that is true...and why the 
Administration wants to insure 
around a million home starts every 
year: 


a) Home Starts: From V-J Day 
to the end of 1952, builders 
started more than 7 million 
new homes and apartments. 
This accomplishment staved 
off any threat of economic 
disaster and lead the nation 
to its highest peak of pros- 
perity. The housing industry 
also repairs and modernizes 
$4 billion to $6 billion in ex- 
isting housing annually. 


b) Materials: The Home Build- 
ing Industry is one of the big- 
gest customers of related in- 
dustries. For example, to 
build one million homes an- 
nually, it uses 1,866,000 prod- 
uct tons of steel; 150,000 tons 
of copper; 25,000 tons of alu- 
minum, 579,000 tons of cast 
iron; in addition to the mil- 
lions of tons of lumber, wall 
board, roofing, flooring, etc. 
etc. 


Transportation: Trucks and 
railroads are kept busy haul- 
ing building materials from 
the factory to wholesalers 
and dealers who, in turn, de- 
liver it to building sites 
everywhere. In a typical year 
railroads will transport 105,- 
000 carloads of refrigerators 


valued at $25 million; 23,000 
carloads of bath tub equip- 
ment; 41,000 carloads of 
laundry equipment; 47,000 
carloads of kitchen ranges; 
20,000 carloads of floor cov- 


erings; 155,000 carloads of 
furniture. 
Employment: Residential 


home building employs an es- 
timated one million workers 
on building sites. Economists 
estimate that off-site workers 
(those in factories and for- 
ests, etc., producing for the 
Home Building Industry) to- 


Financial: In 1952 mortgage 
tal some 4 million workers. 


construction, refinancing, and 
reconditioning totaled over 
$6 billion. Since the veteran’s 
loan program was established 
in 1944, over three million 
home loans valued at over 
$10 billion—have been made 
for ex-G.I.’s. 


f) Taxes: It has been conserv- 
atively estimated that a home 
selling at $10,000 would in- 
clude in its price some $2,000 
in taxes. This means that 
each year the Home Build- 
ing Industry contributes di- 
rectly over $2 billion in taxes 
to local, state and federal 
governments. 


With the foregoing NAHB fig- 


‘ures taking into account the home 
‘building segment of the industry 
‘only, which in 1953 amounted to 
slightly more than one quarter of 
the total new construction dollar 


loans for home purchases, volume, an idea of this industry’s 


(ADVERTISEMENT) 


tremendous impact on our national 
economy is evident. Biggest thing 
in America today, the construction 
business will get proportionately 
bigger in the years ahead. It 
has to, because there is an insep- 
arable relationship between peo- 
ple and buildings. We are adding 
2% million people a year to our 
total population—15 million more 
by 1960, 35 million more by 1975, 
and, one of these days, a million 
homes a year will look like the 
1932 depression! 

So, although BLS preliminary 
estimates on January housing 
starts indicates an 8% drop from 
1953, the Administration’s legis- 
lative proposals have inspired most 
builders to “full speed ahead” op- 
eration in the past month. They’re 
taking Raymond Foley’s (and 
Practical Builder’s) advice and 
facing up to the buyer’s market 
with better selling and better val- 
ue. 

This trend, plus the fact that 


January construction expenditures 
over-all were 3% ahead of a year 
ago, together with “boom” indica- 
tions in home maintenance, altera- 
tion and modernization; commer- 
cial building and remodeling; and 
in factory building, makes ’54 look 
good. 

None-the-less, the building prod- 
ucts manufacturer gauging busi- 
ness outlook for the next few 
months must keep this in mind: 
Any movement upward from pres- 
ent high levels is bound to be 
limited; and some downward 
movements are inescapable, as we 
seek still higher ground a few 
years hence. . 

In brief, 1954 will be a great 
year for those who found 1953 
great, because they are the firms 
who will, in all probability, con- 
tinue to sell to the hilt; the firms 
who have the know-how and the 
know-why to put merchandising 
before everything else in their 
planning. 


Says the media director of a 


San Francisco agency (name on request) : 


“In my capacity as account executive 


and media manager for different 


advertising agencies, I have always found 
Practical Builder to be productive for 


all clients in the building field. 
Results have equaled 
or exceeded all 


other publications.” 


Our text for today, Mr. Advertiser, is What You Get for Your Money. 


When you put down good money for space in a builders’ magazine, 


you want buyers... don’t you? Not vague buying “influences” 


but men who are actually builders... using things 
you make and sell. practical builder is what it says: 


a practical book for practical builders. So w 
you buy not a bunch of fine-feather 
builder-buying-power in the business! In PB you 


you choose PB, 


t more primary 


adjectives but the greatest 


buying power, more genuine readership, more concentrated selling, 


at much less cost, than in any other magazine reaching builders. 


... Of the light 
construction industry 


te) INDUSTRIAL PUBLICATIONS, INC., CHICAGO 3 
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Ad Council Changes Name 


The Pacific Coast Outdoor Ad- 
vertising Council, with headquar- | 
ters in Long Beach, Cal., has 
changed its name to Southern Cal- 
ifornia Outdoor Advertising Coun- | 
cil. Because membership is limited 
to firms operating in the eight 
Southern California counties, the 
new name was chosen as being 
more descriptive. At the same time, 
Jack Seabern, United Outdoor, 
Long Beach, was re-elected presi- 
dent. Other officers elected are 
Robert L. Lime, Pacific Outdoor, 
Long Beach, v.p.; Mrs. Helen Park- 
inson, Kennedy Outdoor Adver- 
tising, Los Angeles, secretary; and | 
Mrs. Lydia Seitz, Universal Out- | 
door, Los Angeles, treasurer. 


Economics Lab Moves 


Economics Laboratory, St. Paul, 
will move its marketing office to 
250 Park Ave., New York, while 
corporate headquarters will remain 
in St. Paul. E. B. Osborn, president 
of the institutional and package 
sales divisions, and the advertising 
department will henceforth be 
New York. 


| 
| 


Ferd 0c tor sew hoctiet, “Crystal fee Every Occasion” A MK Heiney & Co. Weert ) Ome 


FASHION NOTE—A. H. Heisey & Co., New- 


ads like this with a fashion format in the 
18 April Living for Young Homemakers and 
1D | the June House & Garden. Similar ads are 
scheduled for other shelter and women’s 
| magazines in the spring. Howard Swink Ad- 
Eley Joins Bozell & Jacobs _vertising Agency, Marion, O., is the agency. 


Joseph J. Eley, formerly direc- | 
New Guide to 4th 


tor of publicity for the Freedoms 
Foundation, has joined Bozell & 


Jacobs, New York. He will work 
op the Electric Cos. public infor- Estate Leaves ‘AA’ 
ation program. & 2 
in Old Location 


New York, March 2—‘“‘Monu- 
/mental” is probably the mot juste 
for the 1954 edition of “The Work- 
‘ing Press of the Nation,” a 385- 
/page directory which lists 1,743 
‘standard daily newspapers, about 
220 special interest dailies, 60,000 
_ editors, executives and _ writers, 
and 40,000 disc jockeys. 

A reference guide for the profes- 
sional publicist, the Farrell Pub- 
lishing Corp. volume is a directory 


K 
aN 


to papers, news services, news 
‘magazines, feature syndicates, 
“NY /newsreels, photo services, radio 

© Increase brand recog- (yy and tv. 
i Ganeinds wien ate In short, it’s one of the most 
balloon give-aways comprehensive guides to the 


@ Merchandise radio and TV advertising 
Because 


PIONEER Qualatex Balloons 


@ Are inexpensive and long lasting 


Fourth Estate ever published. But 
for the benefit of all professional 
publicists who shell out $25 for the 
job, there are several small cor- 
rections to be made on Page 303, 
to wit: 

ADVERTISING AGE has its New 
York office at 801 Second Ave., not 
11 E. 47th St.; its telephone is Mu- 
6-8180, not MU-8-0073, and its 
managing editor is Jack Graham, 
/not Robert W. Murray Jr. 


@ Have real toy value as premiums ¢ 

@ Reach parents thru demand 
of the kids 

@ Carry your message 
wherever they go. 


Get ideas, samples and im- \ Good 
= information from our 
remium Department. 


! 
‘ ‘ THE RUBBER 
eorex Hy 


Mary Brown Joins Lever 

Mary L. Brown, publicity man- 
- ager of Harriet Hubbard Ayer Inc. 
_ for the past six years, has joined 
Lever Bros. Co., New York, as 
brand advertising assistant on sev- 
eral of the company’s soaps. Ayer 
was recently sold by Lever and is 
‘now owned by Nestle LeMur. 


ark, O., in a departure from its advertising | 
for its handmade crystal, is running b&w, 


Earnings of 


Advertisers 


Earn ngs 
Sales Profit per Share 
Company 1953 1952 1953 1952 1953 1952 
*Acme Steel Go. ..... $ 76,938,960 **$58,323,702 $ 6,721,990 **$4,674,366 $ 3.38 **$2.35 
Armco Steel Corp. .... 588,919,900 518,575,218 33,902,462 31,337,861 6.50 6.01 
| *Atlantic Refining Co. *49,755,000 °40,427,000 5.41 4.37 
| Baltimore & Ohio 
rrr 460,848,986 442,676,674 28,032,933 27,308828 -—— —— 
Bigelow-Sanford Carpet 
‘| CRM Pree 73,179,000 67,273,000 3,471,000 °1,252,000 3.23 od 
*Bristol-Myers Co. ... 2,540 598 2,529,499 1.44 1.47 
Capital Airlines ....... 45,580,821 40,395,703 1,652,289 1,412,643 2.10 1.80 
Carborundum Co. ...... 82,927,005 70,173,250 5,721,553 4,782503 3.69 3.12 
| Carrier Corp. ......... 18,546,134 12,314,512 6,107,134 4,522,512 5.22 489 
| Caterpillar Tractor Co. . 433,802,604 477,577,014 20,254,514 22,118,060 4.84 45.3] 
Chrysler Corp. ........ 3,347,863,995 2.600,958.683 74,788,617 78,696,599 —— —— 
| Coca-Cola International 
Se rere 5,955,264 6,012,121 37.04 37.49 
*Container Corp. of 
ee 187,552,652 178,408,152 10,127,948 10,282,948 4.93 5.01 
*Continental Can Co. .. 554,436,982 476,884,615 15,680,953 14,387,839 4.29 4.22 
*Flintkote Co. ....... 90,250,816 84,039,381 5,032,116 4,896,373 3.73 3.61 
General Baking Co. .... 120,496,472 120,026,087 2,206,625 2,844,973 98 1.38 
General Paint Corp. .. 13,339,403 12,412,207 227,053 227,403 63 -63 
| *International Cellucotton 
Products Co. ....... 141,700,000 126,836,847 6,820,000 5,366,958 2.86 2.26 
| International Shoe Co. . 251,027,699 217,041,923 9,930,720 8,286,892 2.93 2.44 
es 1,058,608,651 1,051,849,935 12,528,664 12,110,087 3.40 3.30 
*McGraw Electric Co. .. 122,386,000 105,546,000 6,987,000 7,121,000 6.90 7.03 
Merrill Lynch, Pierce 
Fenner & Beane .... 47,679,244 43,614,818 2,079,496 1,929,312 ——_ —— 
Mickelberry’s Food 
Products Co. ...... 21,936,150 20,351,421 473,137 425,33 1.70 1.50 
Mission Dry Corp. .... 3,423,347 3,477,089 107,054 28,915 43 12 
National Sugar Refining 
he bR Cues hAcb:0 46 150,461,935 147,889,146 1,536,870 1,746,688 2.70 3.07 
i. Serre 976,523 939,996 95 91 
*Northwest Airlines .... 61,996,213 55,518,110 1,697,632 1,789,337 1.54 1.64 
Norwich Pharmacal Co. 18,896,197 18,003,549 1,456,396 1,375,460 1.61 1.52 
Owens-Corning Fiberglas 
_. Sarees tree 131,744,657 113,400,920 5,355,934 5,082,772 1.70 1.61 
*Pfeiffer Brewing Co. .. 1,978,000 2,466,301 1.65 2.06 
R. J. Reynolds Tobacco 
rere 876,169,581 881,424,299 34,172,044 31,949,392 3.12 2.90 
*Rockwell Mfg. Co. ... 83,291,000 85,855,431 5,685,000 5,838,343 3.02 3.10 
*Rohm & Haas Co. .... 120,675,000 105,772,000 6,540,000 5,402,000 6.73 5.51 
2 ee 147,586,716 99,545,185 ©1,983,511 1,723,648 —— 85 
*Smith, Kline & French 
Laboratories ........ 53,036,702 47,018,422 4,877,237 4,374,260 3.02 2.71 
*Spiegel Inc. ........ 134,082,399 146,053,787 1,225,912 1,711,879 33 .B3 
Sunbeam Corp. ....... 79,860,203 66,359,852 6,662,862 6,049,014 3.70 3.36 
ee 29,231,133 24,872,605 1,306,435 908,310 1.08 .73 
*Union Carbide & Carbon 
Pry eee 1,025,833,041 956,931,021 102,783,442 98,320,699 3.55 3.41 
U. S. Shoe Corp. ..... 29,409,089 26,675,232 1,155,563 1,030,177 2.43 2.17 
*F. W. Woolworth Co. . 713,870,378 722,655,143 29,766,335 31,533,307 3.07 3.25 
*Preliminary 
** Adjusted 


t——Net loss. 


S——Includes income of $3,268,000, after federal income taxes, from sale of an investment. 
b—Includes income of $5,711,000, after federal income taxes, from sale of assets on dissolution of a 
50% owned company, and is after deducting $5,500,000 reserve for loss on foreign exchange. 


4—Adjusted to show a 4% stock dividend paid July, 1953. 


Reorganizes Network Group 

Fred W. Wagenvoord, general 
manager of WGTH, Hartford, 
Conn., has been elected president 
of the eight-station Connecticut 
State Network. Reorganization of 
the group was necessitated by 
merger of WTHT with WONS, 
with Mr. Wagenvoord, formerly 
station manager of WONS, becom- 
ing general manager of WGTH, 
new call letters for the combined 
outlets. Paul Baumgartel remains 
as CSN secretary. 


Popular Moves to McCall 

Popular Publications will have 
its magazines printed at the Day- 
ton plant of McCall Corp. begin- 
ning with July issues. Popular’s 
magazines include Argosy, Adven- 
ture and Railroad. For the past 25 
years Popular books were pro- 
duced by Cuneo Press. 


Portland 4A’s Elects 

Richard G. Montgomery of 
Richard G. Montgomery & Associ- 
ates was elected chairman of the 
Portland, Ore., chapter of the 
American Assn. of Advertising 
Agencies. Other newly elected of- 
ficers are Jack Sugg, account ex- 
ecutive of Cole & Weber, vice- 
chairman, and Adolph L. Bloch of 
Adolph L. Bloch Advertising Agen- 
cy, secretary-treasurer. 


Hannagan Changes Name 
Steve Hannagan Associates, New 
York and Hollywood, has changed 
its name to Robinson-Hannagan 
Associates. William E. Robinson, 
formerly publisher of the New 
|York Herald Tribune, is chairman; 
Joe Copps is president; Larry 


Smits and Paul Snell are v.p.s; 
\Margaret Ray is secretary, and 
/'Camille Street is treasurer. 


Advertising Age, March 8, 1954 


Ford Hopkins Sale 
Set for March 17 


Cuicaco, March 3—Walter F. Os- 
born, v.p. and general manager of 
Ford Hopkins Co., said that the 
sale of his company to D. A. 
Schulte Co., New York, for $2,- 
800,000 should be completed by 
March 17. 

Mr. Osborn said attorneys in 
New York are working out final 
details of the sale. Ford Hopkins 
owns 55 drug stores in the Chicago 
area. Schulte, which acquired the 
22-store Stineway Drug chain last 
August, operates a chain of tobac- 
co stores in the East and Midwest, 
and also sells haberdashery, wom- 
— hosiery and other merchan- 

ise. 


Form Tennessee TV Firm 

WROL-TV has changed its call 
letters to WATE-TV, with owner- 
hip being transferred from Mount- 
castle Broadcasting Co. to Greater 
East Tennessee TV. This is the re- 
sult of the merger of WROL and 
WKGN television interests last 
fall which brought about the Chan- 
= 6 grant to the Mountcastle 
irm. 


Wechsler to DuFine 

Robert Wechsler, formerly as- 
sistant public relations director of 
Anderson & Cairns, has joined Du- 
Fine-Kaufman, New York agency, 
as director of public relations and 
publicity. 


MIGHTY 
MITE 


Big sales often result from 
small visual aids. Salesmen 
like them, and use them, 
because they're easy to carry. 


Ingenuityin design and layout 
can accommodate a great 
amount of factual information 
in a small presentation or 

a pocket-size gimmick. 


For that EXTRA ingredient 
that spells SUCCESS in 
your presentations, exhibits, 
promotions and reports... 
call on Chartmakers. 


Write or phone for booklet 
on Complete Visual Service 


The Chartmakers, Inc. 


480 LEXINGTON AVENUE 
NEW YORK 17, N.Y. 
MUrroy Hill 8-2760 


to sell the 


es 


‘New York, Cleveland, Chicago, Topeka, Los Angeles and San 


Francisco 
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Leonard Valve Names Agency 


Leonard Valve Co., Providence, 
R. I., manufacturer of thermostatic 
water mixing valves for schools, 
hospitals, industrials and for home 

shower installations, has appointed 
|| Fuehrer-Williams Co. to handle its 
advertising. Trade publications, di- 
rect mail, catalogs, sales literature, 
merchandising and public relations 
will be used. 


Mrs. Herrick Named A.E. 


Mrs. Casey I. Herrick, formerly 
an account executive and fashion 
director with Hirshon-Garfield, 
has joined Lewin, Williams & 
Saylor, New York, as an account 
exeoutive. 


VISUALIZE ART 
EFFECTS EASILY 


Te Mar dn i 
and tum “ume. i 


-CLIPPER 
ART SERVICE 


3,600 Art Subjects Annually 


techniques. 


PROOF POSITIVE—To prove that its water conditioner improves puts the soiled towels in washing machines. Climaxing the demon- W 
the effectiveness of soap or detergent as much as 59%, Calgon stration, Mr. Segura compares the Geiger count on towels Libby Promotes Maleske ia ie FOR FREE SAMPLES 
| Inc. features radioactive materials and a Geiger counter in laundered the Calgon way and those washed with only aj Albert J. Maleske, a —— MULTI-AD SERVICES, INC. 
the commercials on its “Bob Crosby Show’ (CBS-TV). Gonzalo detergent, proving that the latter method doesn’t remove all Libby, McNeill & Libby s adver- , 
| Segura of the Foster D. Shell Inc. research laboratories carefully traces of radioactivity. Ketchum, Macleod & Grove, Pittsburgh, | tising department, has been pro- 105 Walnut St. « Peoria, Iilinols 
dumps radioactive soil on clean towels (left) and just as carefully —_is the agency for Calgon. moted to sales promotion manager. | 
{ 
} 


Mac Wilkins Award 
| Goes to West Coast 
Lumbermen’‘s Assn. 


PORTLAND, ORE., March 2—West 
Coast Lumbermen’s Assn. carried 
off the annual Mac Wilkins memo- 
rial advertising award in the Ore- 
gon Adclub’s advertising achieve- 
ment competition. 

Fifteen awards in three classi- 
fications were presented at a din- 
ner given by the Oregon club. 

Under the heading of “general” 
advertising, awards went to North 
Pacific Supply Co. (Blitz Advertis- 
ing) in the under-$15,000 group; 
Mayflower Milk _ Distributors 
(House & Leland) in the $15,000 
to $30,000 group; Equitable Savings 
& Loan (Joseph R. Gerber Co.) in 
the $30,000 to $60,000 group, and 
the Idaho Advertising Commission 
(Botsford, Constantine & Gardner) 
in the $60,000-and-over-group. 


® For industrial advertisers, the 
citations went to Garcia Printing 
(direct) in the under-$5,000 group; 
Fabri-Valve Co. of America 
(Northwest Advertising) in the 
$5,000 to $20,000 group; Gerlinger 
Carrier Co. (Hal Short & Co.) in 
the $20,000 to $50,000 group, and 
Oregon Saw Chain Co. (William 
Winter Advertising) in the $50,000- 
and-over group. The Oregon In- 
dustrial Advertising Assn.’s award 
went to Timber Structures Inc. 
(Arthur E. Smith). 

In the retail competition, win- 
ners were Eugene Laundry & Dry 
Cleaning (Roy Adams Advertising 
Agency) in the  under-$5,000 
group; the Stirrup Room, Multno- 
mah Hotel (Botsford, Constantine 
& Gardner) in the $5,000 to $20,000 
group; Harold Kelley’s Inc. (Ross 
Advertising) in the $20,000 to $40,- 
000 group, and Lipman Wolfe & 
Co. (direct) in the $40,000 and over 
group. 

The Retail Trade Bureau’s tro- 
phy was awarded to Edwards Fur- 
niture, a direct advertiser. 


—_s to meaner ne 


Postpone UHF Plans 


ABC has postponed construction 
of WLAP-TV, Channel 27 u.h.f., 


} _ 
eo cay page SP FS 


Lexington, Ky. Blue Grass Broad- Colorado’s summer market, enriched by the annual influx of vacationists, 
casting Co., which had applied for 
permit to operate u.h.f. Channel 18, offers you a bonus of 3,300,000 extra consumers, $230,000,000 extra sales. 
has announced withdrawal of its . : : F 

| application. Both firms, in effect, Equally important, you can sell this unique market with the economy of single 

| noted that u.h.f. telecasting was 7 é F 
not an acceptable type for the area. medium coverage. The Denver Post’s EMPIRE Magazine gives you 85% 

coverage of Me oli coverage of the entire State of Colorado. 

Montana Radio Stations Elect tropolitan Denver, 63% a6! 

Ian Elliot, general manager of In terms of market, of coverage, of cost, it makes good sales sense to increase 

| KRJF, Miles City, Mont., has been P 
elected president of Montana Radio your summer schedule in The Denver Post. 
Stations Inc. Other officers elected 
are Joe P. Wilkins, president of 5 

abe Great Falls, v.p., and Helen 

yan, manager of KANA, Anacon- , 

| da, secretary-treasurer. CRARATION “ ee THE DENVER POST 

ees po ya Tha Voice 0f the Rocky Mountain Empire — 

| nm : : 7 PALMER HOYT, EDITOR AND PUBLISHER 

| Pines Appoints Simpson Empire Magazine and Comics 384,570 

i .B.C. Publisher’ , 

i Gordon Simpson Co., Los Ange- ‘ September 30, il Represented Nationally by Moloney, Regan & Schmitt, Inc. 
ee I, SP a ER ee ene eee in, Ee ee em mer eee Panel Niel gy re 
representative for the Pines Wom- 


en’s Group (Screenland, Silver 
and True Life Stories). 
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‘we Cafe 


exceptionale 
THERE’S CHARLIE—So there won’t be any question about where to find “America’s 
finest food,” Charlie's Cafe Exceptionale, Minneapolis, has launched an outdoor 
campaign in the Twin Cities area with displays like this through Naegele Advertis- 
ing Ce., Minneapolis. Charlie also is using Scotchlite highway signs. | 
' 
AD COUNCIL HONOR—Felix W. Coste (left), v.p., Coca-Cola Co., accepts an award 
for the Advertising Council’s Better Schools campaign from Dr. Herold Hunt, Eliot 
professor of education at Harvard. Looking on is John F. Locke, president of the 
National School Public Relations Assn., which sponsored the award. Mr. Coste is 
the volunteer coordinator of the Ad Council’s schools campaign. 
P . PARTY PEOPLE—Artists and their guests live it up at the Artists Guild of 
ALL-OUT OUTDOOR—Lewyt Corp., Brooklyn, will spend $500,000 this year on out- Chicago “Green Moth Ball.” Left to right are photographer Steve 
door advertising, with March-through-May poster showings like this appearing in Heiser, a past president of the guild; Judge Toby Glen, Dubuque, a 
210 locations in the U.S. Morgan Lithograph Corp., Cleveland, turns out the posters guest; Alex Yaworski, another past president; Mrs. Harper Richards iY 
in eight colors. The outdoor program is larger than that of any other single major end Clerk Trudeev, 8 t & Hoh art director. The prize- l 
appliance maker, Lewyt says. Hicks & Greist is the agency. winning costume was worn by Jack Strausberg, far right. Playing Nero, | 
he came equipped with a small model of the burning Coliseum. 
i 
| 
MERMAID SEASON-—Specially constructed models like these are 
helping to promote seafood as the Lenten season starts. The long- 
haired lovely at left is pointing out how Van Camp Sea Food Co.'s 
Chicken of the Sea tuna can be used in a ‘‘tuna-macaroni cheese | 


loaf”; she'll be featured in color ads in siore distributed maga- 

zines, Farm Journal and Western Family, through Brisacher, 

Wheeler & Staff, San Francisco. Complementing Miss Chicken of 

the Sea, the mermaid at right is stressing the importance of 
fresh lemons with seafood for Sunkist Growers. 


TASTE TESTERS—Trying her key for the door prize at a Borden Co. party is Sloan 

Simpson, WOR personality, while Herbert Osterheld, assistant advertising director 

for Borden’s cheese division, and Hildegarde Popper, food editor of House & Gar- 

den, wait their turn. Borden threw the party for food editors in conjunction with 

Stock Distilleries of Italy to show off the tasty combinations that can be made with 
wine and cheese products. 


Kont eval by ACID INDIGESTION 


.* 


BEEF EATERS—When the Assn. of Art Studios in Chicago threw £. Sanders of Scharon-Sanders Studios. At right, Dick Lewis of ere Mg? crue — er 

its 9th annual Beef Steak Party, Chicago admen and artists Dick Lewis Studios, AASC president, prepares to give away the NEW CARDS—Thirty-five markets in the East, South and Midwest are seeing these 
turned out to eat clams and roast beef with their bare hands. door prizes (including a Webcor tape recorder) with the help of 11”x14” car cards for the first time this menth. Every public transit vehicle in each 
Digging into the clams at left are Edward Potsch, Meyercord models Peggy Smith and Marlene Rilley, who brightened up market carries a card. Doherty, Clifford, Steers & Shenfield, New York, is the agen- 
Co.; Albert Schmidt, Tathom-laird; William Scharon and Harvey the beef-eating orgy. cy for this Pharmaco Inc. product. 
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for advertisers 


in 1953 


Advertisers used 1,023 pages of run-of-paper 


color advertising in The Milwaukee Journal 
in 1953. In addition The Journal published 647 
pages of R.O.P. editorial color. This was the 
seventh year in a row in which The Journal 
led the nation’s newspapers in R.O.P. color. 
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Newsprint Color’ Poses” abe 


THE MILWAUKEE JOURNAL 


New Reader Study Shows 
Why Color Grows in The Journal 


A recent 6-day readership survey of The Milwau- 
kee Journal by Publication Research Service, 
Inc., Chicago, found R.O.P. color ads getting up 
to three times more readership than B&W. ads. 
This survey covered six consecutive issues. with 
a total of 706 pages. Ask us or: our, national 1 rep- 
resentatives, O’Mara & Ormsbee,, Inc., to ‘show 
you this enestinngl 9 new v newsprint ¢ color story. 


LEADING NEWSPAPERS IN COLOR 
R.O.P. ADVERTISING—1953 


As Measured by Media Records, Inc. 


Lines 

1. Milwaukee Journal ................ 1,618,153 

D, GN FUE ob es vcweccdatcoces 1,142,140 
a eee 955,056 

4. New Orleans Times-Picayune-States.. 946,923 

5. Los Angeles Times ...... jadetuyace 941,877 

ARE BE PS 6. Fort Worth Press... ... chokh dameuee 881,146 
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EVE ARNOLD— MAGNUM GUY GILLETTE 


JOHN STEWART 


VICTOR JORGENSEN—SCOPE 


These and 24 other articles on management, technology, 
sales and enterprise are in the March issue of FORTUNE. 
In every issue, FORTUNE’S quarter of a million executive 
subscribers find profit-producing information that they 
adapt to their own and their company’s progress. 


$1.25 a copy at better newsstands—$10.00 a year, 
FORTUNE Subscription Service, Denver 2, Colorado 


the magazine of business leadership | 
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On the Merchandising Front... 


‘Rental’ Operation Seems to Be 
Displacing ‘Merchandising’ 


By E. B. Weiss 


(Mr. Weiss is director of merchan- 
dising, Grey Advertising Agency, 
New York.) 


Our large retailers—with, of course, the 
usual exceptions—are becoming landlords 
rather than merchants. The merchandising 
operation is becoming subordinate to the 
rental operation and by “rental” I refer, 
of course, to allowances of many types in- 
cluding the rental of window space 
(where windows still exist), the rental 
of preferred position inside the store, 
etc. Cooperative advertising is, of course, 
a form of “rental’’—rental of the retailer’s 
promotional facilities. 

In time, this must become what I think 
someone with originality called a rat race. 
I think that is an apt description because 
as the landlord or rental function is 
looked to, more and more, for retail net 
profit, the merchandising function tends 
more and more to lose its sharp edge. 
(That old law of action and reaction ap- 
pears to be involved here.) It thus even- 
tually becomes a question whether the 
total take from “rentals” can continue 
indefinitely to compensate for the drop in 
turnover. In the meantime, round and 
round it goes. 

As a matter of fact, in some retail 
quarters the very word “merchandising” 
is sometimes spelled ‘a-l-l-o-w-a-n- 
c-e-s.” Or it may be spelled “d-e-a-l.” 
And at this very moment, the variety of 
forms that allowances take has hit anew 
high-water mark. Nor should we fail to 
note that absolute brilliance of the des- 
criptive terminology coined to sugar-coat 
some of the newer forms of allowances; 
our top copywriters had better look to 
their laurels! 


a Concurrent with this development, we 
find that some of our large retailers are 
tending to overlook the merchandising 
function even before a new store is 
opened. This happens when a location is 
picked because of a “proposition” that 
promises a low cost per square foot in 
some of the new shopping centers. In a 
considerable number of instances, re- 
tailers are buying what are known as 
“turn-key jobs” in shopping centers; in 
other words, the store is offered complete- 
ly fixtured on “fire-sale” terms. The 
“merchant,” and I put that word in quotes 
quite deliberately, simply moves in his 
stock and he’s in business. 

Thus, a situation in retailing is develop- 
ing in which “rental” becomes the prime 
consideration before a store is opened, as 
well as after it is opened. That’s not a 
healthy situation. 

Some highly disturbing comments on 
the shopping center rental situation, as 
well as on multiplying shopping centers 
themselves, were made recently in a Super 
Market Merchandising article by Arthur 
H. Rubloff, president of the famous Ever- 
green Plaza, Chicago. As the builder of 
one of our great shopping centers, Mr. 
Rubloff can hardly be charged with a 
bias against the shopping center concept. 


Mr. Rubloff pointed out that, in some 
shopping centers, lease arrangements 
sometimes result in the retailer paying as 
little as $1 to $1.50 per square foot as a 
minimum guaranteed rental against per- 
centage rates that are so low that they re- 
present sheer economic lunacy. Said Mr. 
Rubloff: “The eventual effect of inequit- 
able leases will be the deterioration of the 
project—probably financial disaster for 
the owners and resulting bad effect on the 
tenants.” 


s Incidentally, in view of my several AA 
columns predicting the coming debacle of 
many shopping centers, I naturally read 
with keen interest such comments by Mr. 
Rubloff as: “For every shopping center 
that succeeds, it is conservative to state 
that 50 will fail.” And, “In my opinion, 
there are not 50 cities in America that 
need or can stand a major regional 
shopping center.” And, “It would seem to 
me that the continued building of count- 
less strip developments and _ shopping 
centers is a tragedy of greatest concern.” 

But getting back to the suicidally-low 
lease propositions being offered in some 
shopping centers, Mr. Rubloff had this to 
say: “Surely the tenants who are usually 
first contacted when a development is 
proposed—I mean supermarkets, drug, 
variety and department stores—should 
first carefully consider the underlying 
economic and merchandising factors in- 
volved in any new shopping center and 
not permit themselves to be swayed by 
favorable lease terms alone.” 

He then made the point that apparently 
lease terms, rather than volume and profit 
potentials on turnover, are becoming a 
prime consideration in determining new 
store locations and concluded this Super 
Market Merchandising article with: 
“There are only so many groceries that 
can be sold within any given trading 
area, and at the present rate of expansion 
I shudder to think of the repercussions 
that many supermarket operators will be 
confronted with in the not-too-distant 
future.” 


s Now it is my contention that, just as 
Mr. Rubloff has found that large re- 
tailers are buying low rentals, rather than 
volume and net profit, when they consider 
new store locations—so are large retailers 
too frequently buying “rentals” or al- 
lowances instead of turnover when they 
plan their inventories. 

This is one reason, incidentally, why 
some large retailers, when they finally 
study their merchandising operations, are 
quite amazed to discover that they are 
carrying seven brands of an item, when 
two brands account for 80% of the volume 
done on that item. Most of the other 
five brands “bought” their way into the 
store; they paid a “rental”—a_ stiff rental. 
Unfortunately, that rental profited neither 
the manufacturer nor the retailer. 

In any event, it appears to this observer 
that at least some of our large retailers 
are neglecting the merchandising function, 
and concentrating too much on the 


“rental” function. In due time, that will 
open a wide door for energetic new forms 
of retailing that will be premised on smart 
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new techniques of merchandising. Indeed, 
I rather believe that door is open more 
than a crack right now! 


As for Me, Mom, I Want My Gerber’s 


By James D. Woolf 


(Mr. Woolf is an advertising con- 
sultant who spent many years as 
v.p. in charge of creative activities 
of the western offices of J. Walter 
Thompson Co.) 


Both of the color pages shown here ap- 
peared in a recent issue of Look. Both 
are bids for public favor in behalf of two 
products that have one important thing 
in common: they are foods for children. 
True, Jell-O is suit- 
able for humans in all 
age groups, but its 
greatest market, I 
think I am safe in sup- 
posing, is made up of 
children ranging from 
one-year-olds up to the 
beginning of their 
teens. That at least has 
been the situation in 
our home. Our four 
children ate tons of Jell-O during their 
earlier years, but ever since they outgrew 
lions and pelicans this famous dessert 
seldom graces our table. 

Many of the readers of this column have 
asked me my opinion of the new Jell-O 
zoological advertisemenfs. What do I 
think of it as against the more conven- 
tional style of advertisement as exempli- 
fied by the Gerber’s page? 


James D. Woolf 


= Those among the advertising brother- 
hood who look with approval on the Jell- 
O campaign can point to several things 
in its favor:(1) the ads are a powerful 
eye-catcher and will get an attention- 
rating perhaps double that reported on 
the old Jell-O pages; (2) inasmuch as 
everybody loves animals this amusing and 
lovable Leo will warm the cockles of the 
reader’s heart and lower his guard against 
the sales punch; (3) the ad will make 
conversation: “My dear, did you see that 
Jell-O (chuckle, chuckle, chuckle) ad? 
Wasn't it the cutest thing!”; (4) it high- 
lights the selling point, which appears to 
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be that Jell-O is delicious. 

Those among us who look with approval 
on the Gerber’s page can say several 
things in its favor. The ad, quite obvious- 
ly, was planned and written on the very 
sound assumption that the problem of 
correct childhood feeding is a subject of 
paramount importance to mothers; that 
on this question she will listen to no non- 
sense. Hence the copy talks to her as one 
adult to another, in about the same terms 
and tone that her pediatrician talks about 
her tiny tots. 

As to the matter capturing the reader’s 
attention, the ad proceeds on another 
sound assumption: in the matter of lova- 
bility and warming the heart it’s hard to 
beat a baby—especially when the infant 
is as utterly enchanting as the one shown 
in the Gerber’s picture! 


# The Jell-O advertisement, for all I 
know, may be selling a lot of Jell-O. The 
American consumer, including the Jell-O 
sales force and the jolly grocer, may be 
guffawing over roaring Leo from coast 


to coast. But purely as a matter of person- 
al opinion I much prefer the Gerber’s pro- 
cedure. It is true that Jell-O is a dessert, 
probably more popular for eating pleasure 
than for nutrition. Nevertheless, Jell-O 
is a food that is not only especially invit- 
ing to the lagging appetites of children, an 
important virtue, but is also nourishing, a 
scant half-cup containing about 100 units 
of caloric food energy. When blended with 
fruits, nuts and other ingredients many 
Jell-O desserts rate high in proteins and 
other nutritive values. I have always gone 
on the assumption that facts of this kind 
are important to mothers. 

Possibly the planners of Jell-O adver- 
tising figure that the virtues of Jell-O 
as a good food for children and for adults 
are so “old-hat” they are tiresome. And 
that hence what is needed is a change of 
pace. They could be right, possibly. Pos- 
sibly Jell-O is so well-established, so 
firmly entrenched, that advertising cur- 
rently need only to warm the cockles of 
the public heart. 

As I say, possibly. But as for me, mom, 
I want my Gerber’s. 
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The Eye and Ear Department... 


The Home Type Shows in Television 
Usually Are Poor Raters 


NBC-TV’s impressive ballyhooing of its 
new woman’s service show, “Home,” 
leads an advertiser naturally to take a 
close look at the theory of service pro- 
grams which simulate the technique of 
magazines in the service and shelter 
groups. 

The “Home” show, scheduled to start 
March 1, boasts a fancy new type of tv 
studio, an array of assorted editors under 
Arlene Francis as chief, and is promoted 
as the first show to offer a miscellaneous 
variety of departments to cater to the 
homemaking interests of the housewife. 
The producers and sellers of this show are 
top notch and they point with pride to 
the “Today” show as their background. 

There is no question but what a show 
lending editorial support to an advertiser 
could help him sell directly to the con- 
sumer. It would be a great asset for the 


) little advertiser who has a limited sched- 


ule in the women’s magazines. And the 
price and conditions of “Home” make this 
economically possible. But, on the basis of 
past experience, advertisers can scarcely 
be blamed if they wonder a little about 
how successful this type of show can be. 


s This kind of fare represents one of the 
oldest ideas in radio or television. It is 
also the first program a local station in 
television starts to use because of its abil- 
ity to carry a lot of women’s products and 
the relative ease with which such a show 
can be produced. 

Traditionally, this kind of program has 
never been able to compete with real 
entertainment. Apparently women, in the 
daytime, with ever increasing leisure due 
to the evolution of cybernetics, are look- 
ing for good entertainment as a sex sub- 
stitute (to quote the Freudians) or to 
take their minds off their dull existence. 

Consequently the service shows have 
never emerged as high rating shows, 
either locally or nationally, in radio or in 
television. The late “Homemaker’s Ex- 
change” (4-5 p.m., EST) was going along 
nicely on CBS until Kate Smith came on. 
Then whambo! An already slight rating 
was disintegrated by first class enter- 
tainment. 


# The rapid rise of the daytime serials in 
television has indicated the strength of 
the story show. If NBC had continued to 
program the four serials back to back in 
the present “Home” spot, the sick CBS 


Tips for the Production Man... 


Godfrey and “Strike It Rich” parlay 
might have been badly hurt. But, alas, 
either the money or the patience to see 
them through their development period 
was lacking. 

The reason for the relative lack of suc- 
cess of the service shows is self evident. 
The features they offer are: 


1. Celebrity interviews. A lot of wom- 
en don’t care about the kind of celebrity 
available. The personality is the thing and 
anyone watching an interview show 
knows how few good ones there are. 

2. Book, drama and movie reviews. 
Here again the actual interest in certain 
types of books or art or entertainment is 
sharply divergent and those not interested 
in the specific item will leave the pro- 
gram. 


3. Cooking hints. Since the advent of 
frozen foods, fewer and fewer women are 
interested in the lost art of cooking. 


4. Fashion hints. A size 44 ward heel- 
er’s wife in Boston is not particularly in- 
terested in a New York fashion com- 
mentator’s ideas of what to wear. 

5. Gardening. Who has a garden bigger 
than a flower pot in most cities? Televi- 
sion is principally a metropolitan medi- 
um. 

6. Baby care. A very small per cent of 
the girls will be new mothers. There goes 
another batch of audience. 

7. Psychiatry. If it’s hot enough, most 
will listen. 


s This is the list of fatalities in your non- 
captive audience who always have some 
place else to go or some other choice of 
program. A story is of generic interest; 
so is comedy or variety, but never, no 
never, can the highly divergent interests 
of millions of different women be chan- 
neled into a high rating program. The 
magazines are read selectively and arti- 
cles cut out for future reference. Tele- 
vision is ephemeral. 

Now, the proof of the show is the abil- 
ity to move merchandise. Within limita- 
tions the local shows do move merchan- 
dise and the “Home” show may do very 
well on this score, because if hard sell 
can be directed to a vitally interested 
viewer there ought to be results. Until the 
sales proof is in, however, there is bound 
to be some skepticism of the use of a mass 
medium with mass medium prices to sell 
to a selective, narrow audience. 


Old-Fashioned Type Faces Add Charm 
Toa Fabulous Country Weekly 


By Kenneth B. Butler 
_(Mr. Butler is head of the Way- 
side Press and of Kenneth B. But- 
ler & Associates, Mendota, IIl.) 


I had heard about this fabulous week- 
faces have brought in some interesting 
specimens. But none more fascinating, 
probably, than a copy of the Territorial 
Enterprise and Virginia City News most 
thoughtfully sent me by Arthur D. Jen- 
kins, president of the Mascoutah Publish- 
ing Co., Mascoutah, Ill. 

I had heard about this fabulous week- 
ly from Virginia City, Nev., owned and 
presided over by the irrepressible Lucius 
Beebe. Lucius is no mean author and ra- 


conteur in his own right, and it is inevi- 
table that sooner or later he should ap- 
pear as a publisher and to conduct his en- 
terprise with imagination. 


w There lives in every advertising man 
and metropolitan newspaper editor or re- 
porter a burning desire to get out into a 
small town and run a paper of his own. I 
even knew a night club operator making 
probably 50 grand a year who cherished 
this same ambition. The moral is: don’t, 
unless you have an independent means of 
income and just want to run it as a play- 
thing. And yet, I suppose a few have done 
quite well at it in towns under 2,000 pop- 
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The Creative Man’s Corner... 
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Ready to Produce way 


THE BRAZILIAN GOVERNMENT HAS 
INVITED AMERICANS CONCERNED 
ABOUT COFFEE PRICES TO 
COME TO BRAZIL 


and Will Save You Money On Your Tax Bill “Srr™™ enw 


ait} erty sn the state and boost the taxes pad 


Faith Rekindled 


More Low-Cost Electricity at Niagara Falls 


Your Support Can Help Bring Action in Congress. (~ ror ewe mow « sara snd Mrs what yn end. The om nos 


fiver ener ald ope te te we 


TO “SEE FOR YOURSELF” 
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MORE POWER TO AMERICA 


have to buy them from GE anyway.) 


GENERAL @@ ELECTRIC 


Every once in a while, advertisements appear that, in our opinion, do much 
for the cause of advertising in general. These advertisements are generally 
distinguished by courage, plain talk and unselfishness of purpose. 

We would not say that these two advertisements are completely unselfish 
in their aims. When GE plunks for private as opposed to federal development 
of Niagara power, it quite likely has in mind the dynamos it could sell—if it 
makes dynamos. (Although, if it does, the federal government would probably 


Bureau takes space to explain and apologize for the high price of coffee, it 
undoubtedly does so because it’s scared to death of losing the tremendous mar- 
ket it has built up so painstakingly over the years. 

Nevertheless, advertisements like these—devoid of trick copywriter phrases 
and slick art director treatment; advertisements that speak, not with the voice 
of Madison Avenue, but with the voice of the advertiser himself—somehow re- 
kindle one’s faith in the words he reads in paid space. We think general adver- 
tising could benefit from more of this treatment. 


And when the Pan-American Coffee 


ulation, if you call a net of $5,000 a year a 
sufficient recompense. But that is another 
story. 

Just now I want to talk about the 
Territorial Enterprise. It’s a hundred 
years old and claims the largest weekly 
paid circulation in Nevada. What makes it 
distinctive, aside from Mr. Beebe’s fasci- 
nating legends of the West, is its old-fash- 
ioned typography. 

Starting with the ornate logotype and 
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OLD WEST FLAVOR—Lucius Beebe, with his 
100-year-old Territorial Enterprise week- 
ly preserves the feeling of antiquity with 
news and ad typography which employs 
all the flamboyant flourishes of the old- 
time print shop. And subscribers love it. 


including news headlines and advertise- 
ments, this newspaper takes you back a 
hundred years in its typographical treat- 
ment. Most of the advertisers have gotten 
into the act and the ads drag out types 
and ornaments long since discarded in 
most shops. It’s really terrific, and if 
you’re interested in Early Americana, 
type-wise, get yourself a copy or sub- 
scribe, as Reader Jenkins apparently has 
done. (Subscription price, $5 per year.) 

If Mr. Beebe does a little better than 
most, it may be because he has been able 
to attract ads (set in period types) from 
such far-away and famous places as An- 
toine’s of New Orleans, El Mirador of 
Acapulco, Mexico, Sherman Hotel Rest- 
aurants of Chicago, as well as Harold’s 
Club and all the other hot spots of Reno. 

What cares Mr. Beebe if the local A&P 
doesn’t use a full-page ad weekly, when 
in a melange of raucous old types and 
rare woodcut illustrations the Golden 
Bank Club Casino of Reno takes a page 
to tell about its Golden Girls and the de- 
lights at the Gold Bar? 


# Its charm is not entirely in its typog- 
raphy. For instance, three letters in the 
Mail Bag: 

Sept. 15—“I don’t agree with your edi- 
torials and would rather not read your 
paper any more. Vernon A. Lucas, De- 
troit.” 

Sept. 26—“Keep on sending the paper. 
Democrats and Republicans alike, we are 
all Americans. Some of my best friends 
are Republicans. Vernon A. Lucas, De- 
troit.”’ 

Nov. 4—“I can’t stand the sight of a 
Republican paper. Don’t send it any more. 
Vernon A. Lucas, Detroit.” 
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Advertising Age, March 8, 1954 


Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 

One of the primitive annual tribal rites 
of the advertising business has been ob- 
served again with the awarding from New 
York of “Socrates Year’s Ratings” of 
department store advertising. 

Reminds me of the two judges of bulls 
at the Fair in Nebraska. Narrowed down 
to two, they couldn’t decide between them 
after much friendly argument. So they 
agreed to call a boy who was stand- 
ing near by, and abide by his decision 
between the two. The boy looked the bulls 
over wide-eyed. With great show of pro- 
fessional competence he walked all 
around both bulls and then said with 
sudden finality, “This one!” 

The blue ribbon was pinned on that bull 
at once, and the boy started away. 

“Just a minute son,” called one of the 
judges. “As a matter of curiosity, how did 
you happen to pick this bull’’? 

“Well,” said the serious young man, “I 
looked them both over very carefully. 
And I think this one can give the most 
milk.” 


a The company under whose sponsorship 
Socrates weighs the nation’s advertising 
says: “Socrates is more than a name or a 
personality. In the advertising world [sic] 
we have established it as a symbol of ex- 
cellence. It is associated with everything 
that is fine [sic] in the way of planning, 
promotion, merchandising, layout, art- 
work, copy, typography, and general pre- 
sentation. 

“Socrates is the power [sic] that desig- 
nates an ad as ‘The Best Ad of the Month’ 
... This naturally stamps this particular 
ad as outstanding—and in turn, naturally 
bestows a rare distinction on the com- 
pany and individuals connected with it.” 


Harvard used to give annual national 
advertising awards on a somewhat similar 
basis. That is, a representative publicly- 
named jury (Socrates and his staff are 
anonymous) selected ads and campaigns 
and researches they thought noteworthy, 
and gave cash awards put up by Edward 
Bok. They started in 1924 and desisted in 
the early ’30s, I think. It seemed a little 
incongruous for “professional” ad people 
to pretend to appraise a nation’s adver- 
tising and make awards for they knew 
not what, unless it was for “good work- 
manship.” 

The Harvard judging of ads had to be 
arbitrary—based on pars of 50% for 
“text,” 10% for each of illustration, lay- 
out, and headline, and 20% for “identifi- 
cation.” Such standards for all ads con- 
cerned are, of course, untenable. 


= For national campaigns the Harvard 
yardstick was: motif 50%, continuity and 
market coverage, each 20%, and impres- 
sion value, 10%. How could a system of 
awards persist when a campaign could 
rate 90% even if the actual ads themselves 
had little or no qualities of “communica- 
tion” or “impression” value? 

National advertising practitioners have 
outgrown, by about 20 years, the awarding 
of prizes for ads that appraised well in the 
eyes of a heterogeneous group of as- 
sortedly qualified judges. Those judges 
subjectively gave ratings on a set of 
arbitrary, but inconclusive standards. 
Socrates standards are the opposite— 
masterpieces of diffusion and blue sky. 

Socrates awards points “on the follow- 
ing basis...(1) ORIGINALITY OF IDEA... 
from the standpoint of angle, approach, 
mesSage or such...created primarily to 
promote the welfare of the advertiser.” 
Since no one could possibly submit an ad 
without saying it was “created primarily 
to promote the welfare of the advertiser,” 
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NEIMAN-MARCUS 


One of the four ads selected to be shown 
as representative of the great work of 
the top award winner. 

Presumably, this ad must have counted 
in winning the award. But it is one of 
the weakest in execution, and in com- 
munication, not one of the best of the ads 
of its great store, according to my stand- 
ards. Heading reads: “Opened with a 
Bang Today—Our New Younger Set 
World.” But the illustration suggests the 
abortive and improbable cannon is “grunt- 
ing,”’ not “banging” to get the girl out. 
The copy reveals a story the heading and 
illustration conceal. That is: ‘fa whole 
new concept in shopping” for apparel and 
accessories in one spot, coordinated as to 
fashion and price! 

The most talented people on earth can- 
not do as well through hunch and intui- 
tion alone, I think, as they can by ac- 
cording, too, with disciplines of logic, 
communication, and persuasion. Such dis- 
ciplines do not hinder imagination. By 
channeling it, they project it to higher, 
more effective levels. I’ve seen many 
Neiman-Marcus ads better than this. 
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judging of originality must have to be on 
the basis of “angle, approach, message, 
or such,” whatever that means. 


a “(2) Layout...From the standpoint 
of artistic value, impressiveness, and cor- 
rectness of technique.” I would like to 
hear the judges explain that one. What is 
“correctness of technique” in making lay- 
outs? I suppose there’s a lot of latitude 
there. But what of a layout’s job as I de- 
fine it: “to arrange elements of an ad by 
gradation and sequence for purposes of 
most effective communication”? Judging 
from ads of stores to which Socrates’ high 
awards are made, if a layout has “artistic 
value, and impressiveness,” it doesn’t 
make any difference whether it communi- 
cates the story the space was bought to 
tell, or not. 

“(3) copy...from the standpoint of its 
persuasiveness to attract customers and 
good will.” The matter of judging advertis- 
ing is pretty serious business, it seems to 
me, and “standards of judging” should be 
stated in unequivocal terms. Does “per- 
suasiveness” attract customers and good 
will? That is about as loose and mushy a 
standard for the judging of almightily 
important copy as anyone could think up 
in a long season of striving for ambiguity. 

““(4) MERCHANDISING ... from the stand- 
point of offering the public what they 
want, when, and as, they want it.’’ Socra- 
tes must, of course, be omniscient to sit 
in New York and know the truth about 
thousands of ads in this regard—run all 
over the continent. 


= The citation for Neiman-Marcus says: 
“Its copy messages are frank and kept 
to a minimum...in type that is... well- 
spaced and strategically placed.” In judg- 
ing ads, what is meant by keeping copy 
“to a minimum”’? Being sure it isn’t ade- 
quate? Reducing to 5% of total, the space 
it uses? Or simply compressing it to area 
insignificant enough to suit the soul of a 
talented artist who is more concerned 


GARDEN SETTING—Front view of the new building of the A. P. 
Phillips advertising agency in Orlando shows the main entrance 
and glass-walled reception room. Lake Ivanhoe is not far off 
at left of picture. 


»? 


EXECUTIVE OFFICE—A. P. Phillips Jr. and a client confer in Mr. 
Phillips’ office, which features walnut paneling, parquet floors 
and tan and red leather chairs. 


A. P. Phillips Co., 
Orlando Agency, 
Settles in New Home 


An acre of landscaped ground with a 
view of Lake Ivanhoe is the setting for 
the new two story building recently com- 
pleted and occupied by A. P. Phillips 
Co., Orlando, Fla., agency. 

The office of A. P. Phillips Jr., presi- 
dent, who founded the company 25 years 
ago, is located in the north wing, away 
from the production and public areas of 
the building. His office is paneled in wal- 
nut and furnished with tan and dark red 
leather chairs. 

Adjoining Mr. Phillips’ office is a 
lounge, which has facilities for accommo- 
dation of over-night guests. A Pullman 
kitchen is equipped for testing and de- 
veloping new uses for clients’ products. 

A high fidelity sound system with out- 
lets in every office and in the garden is 
used to transmit music throughout the 
day, and at 5:30 each day, broadcasts an 
inspirational message, which is the fea- 
ture of a two-hour transcribed concert 
in the garden. 


STAFF MEETING—The conference room, with ceiling-to-floor win- 
dows, retractable screen and adjoining projection room, pro- 
vides complete facilities for staff meetings and presentations. 


CREATIVE—The art department in A. P. Phillips’ new building pro- 


vides light, air and working space for the art staff, which han- 
dles creative jobs in all media. 
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with art than with selling or communica- 
tion? 

“A minimum” of copy is “strategically 
placed” it seems, if it is relegated to the 
very tag-end of an ad, or if it is placed 
above the headline which should ordinari- 
ly lead into it. Whose standards are 
these? Supported by what logic, or 
rationale? If keeping copy “to a minimum” 
is a standard for judging in giving awards, 
what are the standards as to what copy 
should include, or achieve, as a minimum? 
No doubt, that is of too small consequence 
to consider in making awards. 

I do not go to extremes in being 
ashamed of advertising’s adolescent in- 
dulgences, as did the ranch lad of 12, who 
when asked how his little brother of 8 
was, said: “Oh, we’d rather not talk 
about him any. He fell off a horse.’ But I 
do blush a little ashamedly when a sweet 
thing comes to me after some meeting and 
says: “Oh, Mr. Bedell, you’d think our 
advertising is grand. We have won four 
awards in the last five years for good 
ads!” Most judging for awards is com- 
parable to picking the best salesman on a 
staff by whether his clothes appeal to the 
judges. 


ny committee of management, any group 

of tough-minded retail sales promotion 
managers, who could take their contem- 
poraries out behind the barn and explain 
to them that kissing is not pro-creating— 
so they’ll stop getting goose-pimply over 
empty awards? 

I believe it was of Lord Chesterton a 
reporter said: “He believes his bor- 
borygmus is the thunderings of the uni- 
verse.” Advertising people who have not 
truly attempted to become proficient and 
wise sellers-in-print (and selling may be 
beautiful and artistic and chaste and 
clean, as well as vigorous) listen to the 
vacuous twitterings of superficiality from 
the donors of ribbons, parchments, and 
plaques—and pretend to themselves they 
are the deep-chorded voices of objective, 
qualified judgments. What a loss to re- 
tailing—and to our economy! _ 

These sponge-rubber and lace accolades, 
scattered geographically with great acu- 
men over the country year by year, are an 
anesthetic, putting to sleep the spirits 
and talents of many highly intelligent ad- 
men and women who would profit from 
the truth far more than from misleading 
flattery. They are receiving and taking 
seriously these soporific “honors,” when 
they should be disciplining themselves for 
the rigors of economic squalls ahead. Then 
their stores will need the most effective 
advertising they can get, even if they have 
not needed it for the last 10 years. 

It is one of the saddest phenomena in 
the business world of adults, to see admen 
and women over 21 years of age, framing 
“Socratic awards” of all kinds and hang- 
ing them in their offices as proof to their 
bosses that they are “hot” and competent 
ad people. Often this making of adver- 
tising awards is a loose and inexact 
mutual matter—with the same level of 
unprofessional people making the awards 
as those to whom they are made—but tak- 
ing turns from year to year. 


} Isn’t there any organization of stores, 


s “The first ten” stores in 1953 for ad- 
vertising excellence, according to Socra- 
tes, are Neiman-Marcus, Dallas; Bullock’s, 
Los Angeles; Horne’s, Pittsburgh; Simp- 
son’s, Toronto; A. Harris, Dallas; Rich’s, 
Atlanta; Younker’s, Des Moines; Jordan 
Marsh, Boston; Joseph Magnin, San Fran- 
cisco; and Marshall Field, Chicago. 

The “power” who is Socrates would 
have a hard time justifying—on any 
rational, objective, or semi-scientific ba- 
sis—This sequence, or these ten. At least 
four of these ten stores do a very com- 
petent job of minimizing selling in their 
advertising and of failing to use white 
space for their stores’ maximum advan- 
tage. But the award givers and the award 
winners use (and will use) each other to 
prove they are right. 

After rating the first 30 stores, 24 are 


given “honorable mention.” Hudson’s of 
Detroit is 52nd in the list of 54. But very 
few stores in America get more for their 
advertising dollars than Hudson’s. Hud- 
son’s works on the theory that ads should 
sell as much as possible for as little ex- 
pense as possible. I do not say Hudson’s 
advertising could not be better. I simply 
say that from the standpoint of advertis- 
ing as a business—it is far better adver- 
tising than that of many stores high up on 
the list. 

Chas A. Stevens is not even in the list 
of 54. Nor is Roos Brothers of San Fran- 
cisco. Even Gimbel’s of New York doesn’t 
get into Socrates’ list of the first 54 
stores! It is spang among the top few 
stores in the U. S., if not the top, in effec- 
tiveness of selling copy—or doesn’t Soc- 
rates believe advertising should sell? 

But the Socrates awards, I suppose, are 
not intended to be serious appraisals of 
the business value of advertising. They 
are intended to perpetuate the adolescent 
game of catch-as-catch-can creativeness 
and irrelevant artiness in advertising? 


s For a competing service, Seklemian 
makes awards annually, more rationally, 
I think. It is strange, though, that his 
1953 single ad awards fill page after page 
before there is one from the store Socrates 
rates best in the U. S. Don’t Seklemian 
and Socrates agree? 

It is probable that if making such 
awards were not helpful in selling sub- 
scriptions to services, they would not be 
made. Immature ad people of all ages 
like to check the services each month to 
see if any of their creations have been 
given some sort of Socratic or other lolly- 
pop. 

I do not decry either the compliment- 
ing or the criticizing of ads. But it can- 
not be done beneficially through the use 
of mushy, angel-cake standards. I assert 
too, that neither Socrates nor anyone else 
is in a position to intelligently rate by 
rank the first 30 stores or so for advertis- 
ing effectiveness any year. Ad people who 
take such awards seriously, delay the day 
when they will attain stature as rational 
business people instead of temperamental 
dilettantes. 

All this may be thought to be disparag- 
ing of my advertising confreres. It is 
disparaging only of the immature and un- 
professional viewpoint that helps keep ad 
people with high I.Q.s in positions of 
extreme subservience to merchandise 
managers and buyers, with whom they 
should rather serve shoulder-to-shoulder. 
You do not see tough-minded merchants 
giving each other “Socratic awards” of 
one kind or another for the dandiest buy 
of the year, based on some kind of un- 
scientific and superficial judging hokus 
pokus. 


s In my own mind I am complimenting 
my friends in retail advertising. For in- 
dividually I know that many of them 
know in their hearts that many of these 
awards are silly, and without significance. 
I compliment rather than disparage them 
because I say they are in reality above 
the level on which they occasionally find 
themselves warming their cold profes- 
sional hands before the feeble, momen- 
tary incandescence of another “star” or 
“point.” 

I compliment them because I say they 
can be of far greater importance to their 
stores than they now are. Jf two or three 
hundred retail advertising managers sud- 
denly determined to become great sellers- 
in-print, advertising people would gain 
great stature in retail stores within two 
or three years. As it is now, with only a 
rare ad person showing the strength to 
pit professional knowlege against mer- 
chants’ prejudices and misconceptions, 
there are few stores in which advertising 
can prevail on a professional level. That 
is no reason for giving merchants 
“awards-evidence” annually that most ad 
people are dilettantes. 

Incidentally, few strong ad people re- 
main in the retail field today. They find 


it too hard going to buck management and 
merchant misconceptions in their own 
stores, and the preoccupation of their ad- 
vertising contemporaries with superfici- 
alities. I say that retail ad personnel could 
rise to professional levels fast if they 
determined to do it. It would be a great 
thing for America’s great downtown 
stores. 


s My function here is to encourage diver- 
gence from the lethargic field. If to tell 
ad people they have the potential for 
greater stature is disparagement, then 
only is this disparagement. 

Some day management in search of 
some life-giving plus volume may say: 
“Look. You fellows are giving each other 
compliments and awards. But you don’t 
fool me any. An award from your peers 
who like the same kind of creative exer- 
cises you do—instead of professional 
selling-in-print—is a measure of your 
conforming to the anti-standards observed 
by people precisely like you. You may win 
awards from Socrates, but as long as you 
are not selling anywhere near as much as 
you can for this store, per dollar of ex- 
pense, in accord with research in persua- 
sion and communication, in good taste, 


G. D. Crain Jr. Says... 
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consistent with the character of the store, 
let’s not take the awards to mean any 
more than they do. They are only boyish 
guesses hazarded as to “which bull looks 
like it can give the most milk.” 

* * * 

P. S. I have veen insisting for years that 
store advertising has been doing only a 
fractional job. Following the strike on 
New York’s newspapers in November- 
December, Women’s Wear Daily quoted 
store executives to the effect that doing 
without newspaper advertising for a few 
weeks affected their businesses only 
slightly. 

Even considering the seasonal factors, 
that should give advertising people—and 
newspapers—pause. Any good store that 
consistently uses the best selling it can 
in “the miracle of daily circulation,” will 
get much more than slight effect from 
advertising. I’ll stand on that. 

Generally speaking, my guess is that 
newspaper space generally is used by re- 
tail stores at a level of 50% or less of its 
potential effectiveness—in New York as 
elsewhere. Thus stores lose (while most 
newspapers are indifferent) the terrific 
leverage good newspaper advertising can 
have on profit srultiplication. 


Advertising Is Good Management 


The American Institute of Manage- 
ment recently named the 12 companies 
which in its opinion demonstrated “ex- 
cellent management” in 1953. It is inter- 
esting to note that each of them has a 
reputation for consistent advertising, 
which reflects the general policy of the 
company. 

The 12 management leaders selected by 
the Institute include Procter & Gamble, 
American Telephone & Telegraph Co., E. 
I. du Pont de Nemours & Co., General 
Motors Corp., National Cash Register Co., 
Eastman Kodak Co., Grand Union Co., B. 
F. Goodrich Co., Hotel Statler Co., Min- 
nesota Mining & Mfg. Co., C. I. T. Finan- 
cial Corp., and the National City Bank. 

Altogether 348 companies were certified 
as having had the benefit of excellent 
management, with the 12 named at the 
top of the list. 


a If advertising is one of the marks of 
good management these days, it is prob- 
able that it also possesses one other out- 
standing characteristic: the maintenance 
of good research, as a means of improving 
present products and services and de- 
veloping new ones. This likewise makes 
advertising of special value, since the 
company is thus constantly in a position 
to report good news to the people who 
comprise its markets. 

A recent analysis of the troubles ex- 
perienced by the American Woolen Co., 
published in Business Week, interested 
me particularly because the BW writer 
pointed out that this giant of the textile 
industry has not followed a policy of either 
advertising or research. On the one hand, 
it has not studied the problem of syn- 
thetics and how they can be blended with 
woolens to make better fabrics, and on the 
other hand it has not advertised the qual- 
ity of the woolens and worsteds for which 
it has long been famous. 

Thus it reached a point where the best 
solution of its problems, from the stand- 
point of management, appeared to lie in 
reducing its operations by selling 11 of its 
mills, and cutting fixed charges by re- 
tiring a large amount of its preferred 
stock. Stockholders have been opposing 
this program, but no matter what happens, 
it seems evident that American Woolen 


management would benefit by applying to 
its business the elements of research and 
advertising which have proved a highly 
successful combination for so many oth- 
ers. 


s Of course it could be added that the 
use of research and advertising represent 
a point of view and a philosophy which 
we like to think is characteristic of most 
successful American businesses—a pro- 
gressive and optimistic view of the op- 
portunities for expansion and profit. A 
company which can grow steadily as the 
economy of the country expands is not 
only a good company in which to invest 
money, but also a good company to work 
for, a good company to sell to. 

I recently had a call from a management 
engineering firm which aids its clients in 
locating high-grade personnel. In this 
instance an opening had developed in a 
large industrial corporation for an ad- 
vertising manager, to succeed an able 
executive who was moving up into gen- 
eral management, with special responsi- 
bilities for the company’s over-all public 
relations program. One of the advantages 
which this company offers, according to 
its management counsel, is dynamic 
growth, based on the fact that while it is 
now doing a volume in the hundreds of 
millions a year, it expects to reach total 
sales of ver a billion by 1960. Obviously 
the opportunities afforded by this kind of 
rapid growth and expansion are the kind 
which can and do attract the very best in 
executive personnel. 

It goes without saying that this par- 
ticular company is noted for policies 
which emphasize the importance of both 
research and advertising. It has developed 
many new and interesting products, which 
have enormously expanded its markets, 
and it has used advertising aggressively 
as a means of exploiting and developing 
these markets. 

So it can be said again, with special 
emphasis, that advertising is good man- 
agement, especially when it is a tool by 
means of which,a company capitalizes its 
own attitude toward research and the 
development of new and better products 
for the expanding markets of this great 
country of ours. 
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NEW LEMON-LIME SENSATION 
WEXTRA-VALUE 10 oz. Bf 


is larger size—-10 oz. 

Promotion of the drink is being 
handled by Abbott Kimball out 
of its Los Angeles and Chicago of- 
fices. The Chicago promotion is 
considered a “bellwether” by the 
company, and Ira_ Schroeder, 
Sparkling Life v.p. and sales man- 
ager, has moved his headquarters | 
to this city. 


SALES ACTION 


FAST 


First force for fast sales action today 
is the modern Direct Selling Special- 
ist. He’s been selling while others 
forgot how. He’s pre-trained—ready 
now to break your sales bottleneck 
—available right nox through 
SPECIALTY SALESMAN! 


'SEND US 3 FACTS. GET : 
FREE SALES ANALYSIS 2 


_ Don't judge Direct Selling’s 
65,000 


potential for you on hearsay or 
—ptejudice you can’t afford it! 

DISPLAY THIS 
EMBLEM 


As a good businessman you want 
to know and you’ can without 

SPECIALTY SALES- 
MAN founded the Direct 


tt ate ae ls 


obligation by sending us just 3 
facts:1 the nature of your prod- 
uct (send a circular if you have 
one): 2 the selling price to user; 
maximum possible commision ~ 
‘spread’. We'll make prompt, 


Form TV Firm in Houston 


Wright Morrow and John T.. 
Jones Jr. were elected chairman | 
of the board and president, respec- | 


tively, of the Houston Consolidated | thorough, impartia! analysis, tell Selling Legion in 1935, 

Television Co., a new company. you fairly frankly your Direct maintains it today as only 

ae bingo 2c FO, formed by the merger of KTRH : Selling chances charge you noth- DSL pte. Bor Neer pes nt 
Broadcasting Co., the Houston FIRST ing. Address) © *© °: 65,000, carry DSL cre- 

. Chronicle radio station; Houston IN ITS FIELD eae dentials, display its 
emblem, provide world’s 


Television Co.; Television Broad- 
casting Co., and Houston Area Tel- FOR 10 FULL YEARS 
evision Co., all four applicants for 
- tv — a = elected 326,000 ; : 
rene op Fotos. were Mayor Roy Hofheinz, v.p.; oo” ” eer ae 
—ee! John Paul Goodwin, v.p.; B. F. ACTIVE COREE SELES North Michigan Ave 
Orr, secretary; Frank Wozen- Chicago 1, Illinois 
craft, assistant secretary, and, j : 


greatest single reservon 
of trained profrss:onal sales 
talent, can be reached 
only through SPE- 
CIALTY SALESMAN 


SPARKLING—Ads like this in 1,000-line SPECIALISTS READ IT! 


and quarter-page sizes are being run by 
Sparkling Life Co. in the Chicago Tribune 
in its first expansion into a major market. 
Abbott Kimball Co.’s Los Angeles and Chi- 


George Bruce, treasurer. The com- 
pany’s application for the channel. 
is now before the FCC. 


cago offices are handling advertising for 
the drink. 


| Sparkling Life Bows 
| in Chicago; National 
_ Distribution Sought 


Cuicaco, March 2—Sparkling 
Life, a new carbonated lemon-lime 
flavored drink, is making its first 
break into a major market with a 
schedule of 1,000-line and quarter- 
page b&w ads in the Chicago Trib- 
une. According to Abbott Kimball 
Co., agency for the drink, another 
newspaper may eventually be ad- 
ded to the schedule. 

The drink is franchised by 
Sparkling Life Co., which has 
headquarters in Los Angeles. So 
far, it has been introduced in Kan- 
sas City, a few cities on the West | 
Coast and in towns around Chi- 
cago. 


# Sparkling Life was started on 
the West Coast prior to World War 
II, but was limited in its expan- 
sion by sugar rationing. The com-' 
pany was purchased about a year 
ago by G. W. Perkins, and expan- 
sion of distribution was begun at 
that time. 

The company says the drink, ob- 
viously entered as a competitor to 
Seven Up, is able to offer the same 
kind of competition that Pepsi 
Cola offers Coca-Cola, in thar 


He reaches customers in kitchen and car 


Reach customers in a mood to buy—on 
“Morgan’s Matinee”! Participations and quarter- 
hour segments available. Check your nearest 
Christal office today. 


Want to talk to the lady of the house while she’s 
preparing the evening meal? Want to get the ear 
of her husband while he’s driving his car? 


NATION'S LARGEST TRADE TERRITORY 


LAST YEAR 


The Times daily was 17th, 
Herald-Post was 26th and 
the Sunday Times was 
27th in Automotive Linage 
according to Media Rec- 
ords first 50 papers report. 


Che ZH Paso Cimes 
An Independent Newspaper 
Morning and Sunday 


El Paso Herald-Post 


A Scripps-Howard Newspaper 
Evening 


Then let Hal Morgan tell your food, beverage, 
drug or automotive story on “Morgan’s Matinee” 
—the sixty-minute show with double-barreled 
appeal for homemakers and motorists alike. 


From 4:30 to 5:30 each weekday afternoon, 
Hal Morgan serves up a blend of good music, news, 
weather, time and road conditions .. . preferred 
fare for the man driving home from work, and 
for the homemaker in the kitchen. 


THE STATION WITH 
4% MILLION FRIENDS 
IN NORTHERN OHIO 


CBS—Cleveland—50,000 Watts 
The Peoples Broadcasting Corp. 
Represented by The Henry |. Christal Co., New York 
In Canada by Radio Time Sales, Ltd., Toronto 


While Morgan is on the air, Greater Cleveland 
traffic is at its peak. Over a quarter-million motor- 
ists are on the move—90% with car radios! 
During this same period, radios are tuned to 
Hal Morgan by busy homemakers. 


TWO Separate Newspapers 
- 30¢ Line BUYS BOTH! © 
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THE ADVERTISING MARKET PLACE 


Rates: $1.00 per line, minimum charge $4.00. Cash with order. Figure all cep 


lines (maximum—two) 30 letters and 


spaces per line; upper & lower cese 40 


per line. Add two lines for box number. Deadline Wednesday noon 12 days 
Preceding publication date. Display classified takes card rate of $13.50 per 


column inch. Regular card discounts, 


size and frequency, apply on display. 


HELP WANTED 


HELP WANTED 


ACCOUNT EXECUTIVE 

for downstate Illinois national advertising 
agency. Man must have ability to solicit 
and handle medium-sized accounts. Top 
salary to beginning man with chance for 
rapid advancement and part ownership in 
one cf the most aggressive, livewire 
agencies in the Midwest. Age bracket 
preferred: 21-30. Replies will be held con- 
fidential and should include complete de- 
tails. Also desire person for copy assistant 

arid/or TV production assistant. 
Box 6146, ADVERTISING AGE | 
200 E. Illinois St., Chicago 11, Ill. 


Advertising manager wanted. Nationally |! 


known complete pet food line. Position 
requires wide experience. State age, qual] 
ifications, salary expected, experien 
Confidential. Company twenty-five ye 


old. 
Box 6144, ADVERTISING AGF 
200 E. Illinois St., Chicago 11, 


BARNARD 
A service for employers and applicar 
in the fields of advertising and publisi 
Office and Professional CEntral 6-5 
176 W. Adams Street Chicago 3, a 


MAILORDER FIRM in Wisconsin neea 
creative man to help spark ideas and de- 
sign unusual Christmas cards. Need. not’ 
be a finished artist. Chance to learn mail- | 
order promotion. 
Box 6145, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
ADVERTISING PROMOTION WRITER 


For 4A agency, woman. Experience es- 
sential. Writing salesmen’s presentations, 
direct mail, contest and convention plans, 
point-of-sale material. Girdle and bras- 
siere promotion experience helpful but 
not essential. State salary, complete | 
resume in first letter. | 
Box 6153, ADVERTISING AGE 
801 Second Ave., New York 17, N. Y. 


SPACE BUYER 


WANTED 

Male, age 27-35; 3-5 years expe- 
rience with printed media. Salary 
in line with medium-sized AAAA |, 
agency. Rapidly growing, finan- 
cially solid company. Excellent 
conditions, new air-conditioned |) 
offices, well located for access to 
fine suburbs. 

CLEVELAND, Ohio. Write, giving 
complete details, to Box 768, Ad- 
vertising Age, 200 E. Illinois St., |. 
Chicago 11, Ill. 


DECISION, Inc. one of the nation’s fast- 
est growing publishing firms, is seeking 
an aggressive young executive to repre- 
sent us from Philadelphia and Cleveland 


and/or Pittsburgh. We are a national or- |, 


ganization of young men. Our 1953 sales 
were 500% over 1952. You will begin with 
us as District Mgrs. Involves highest pos- 
sible space selling to top management. 


This is a rare chance to get in on the 
ground floor of a young firm “who is go- 
ing places’. Knowledge of manager 
problems and local contacts rgs 
able. Yo must be the atype 
r - 


In the language of | 
TV's top rating show: 


Give us the facts and we'll give them 
to you. We want a retoucher—be he young 
or be he old, we have the place he would 
like to hold. 

Mid West—old company—lots of work, 
recreation, golf, fishing, or yours! 

Write or wire. We'll see you or you see 
us. Box 763, Adveitising Age, 200 E. Illi- 
nois St., Chicago 11, Ill. 


CREATIVE 


Seeking these qualifications: 


WANTED 


National agency will add a creative director in Detroit home 
office to direct large, new account. 


@ Extensive experience in agency creative direction. 

@ Under 45 years old with salary history over $15,000. 
@ Automotive experience preferred but not essential. 
®@ Ability to select and direct staff. 


Replies, of course, completely confidential. Send complete r 
to Box 766, Advertising Age, 200 E. Illinois St., Chica 


DIRECTOR 


HELP WANTED 


POSITIONS WANTED 


CORRESPONDEN’ - aggressive young 
man to handle vo!ume of correspondence 
in advertising department of large Chi- 
cago publishing company. Some knowl- 
edge of advertising sales preferable. Ex- 
cellent opportunity to grow for right man, 
Write fully giving age, salary, experience 
and other details. 
Box 6140, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


FRED J. MASTERSON 
ADVERTISING - PUBLISHING 

All types of positions for men and women. 
185 N. Wabash Fr 2-0115 Chicago 
AGENT for CHICAGO and MIDWEST 
required by large group of publishers to 
handle SPACE and BOOK SALES well 
nown annual directories. Apply Box 
6142, ADVERTISING AGE, 200 E. D'- 
St.,. Chicago 11, I!. 
MOLENE PERSON’ 

. ’ 


mnplete placement service 


| of Ad men, for Ad men... by an Ad man 


who has worked in all the jobs himself 


for over 20 years 


333 NORTH MICHIGAN AVENUE «+ CHICAGO 
FRarklin 2-3280 


EXECUTIVE WANTS 
NEW CHALLENGE! 


Agency Vice President, 36, with 
excellent sales, creative record as 
AE in medium sized mid-western 
agency now stymied by location. 
Wants new challenge with hard- 
hitting outfit that needs help on 


sales, contact, fresh copy. Eighteen 
years in advertising, publishing, 
public relations. Locate anywhere 
at’ once. Money open. Previous 
earnings in five figures. 

Box 769, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, 


WANTED — Assistant 
in Advertising Departme 


Nationally known Midwester 
dustrial company, manufac 
and selling widely diversifj 
of Dey ve and services, 
under thirty years of age 
ant in the advertising depa 
fairly general knowledge 
phases of industrial a 
would be in the applican 
as mechanical production, 
motion, and the rudime 


otograph. Excellent 
lies confidential. 
Box 770 ADVERTISI 
200 E. Illinois St. Chi 


That’s why Ad Age’s classified section, “The Advertising Market Place,” today is the super- 

mart for jobs, men and personal services connected with advertising and marketing. In 1953, 

regular and display classified space in Ad Age totaled 37,331 lines, 62% above the total carried 
by the second paper. 


And carrying more opportunities seeking qualified men, and with more experienced men offer- 
ing their services, the chances of opportunities and men getting together via Ad Age are vastly 


stimulated. 


Should you have a need, a classified ad in Ad Age might well be your answer. For rates see upper 


left corner. 


ART DIRECTOR 


Who can both produce and buy 
outstanding industrial ad and 
bulletin layouts. Strong adver- 
tising agency not now employ- 
ing an art director offers regular 
hours, excellent salary, benefits 
and working conditions. Lo 


tion, Milwaukee. The jo 
for experience and 
formance. Reply g 


Classified advertising left to its own accord will gravitate to the 


COPY WRITER 
If you're looking for an advertising copy- 
writer, let me tell you about myself. Now 
in midwestern 4-A agency. Married, 29, 
AB degree. Newspaper space sales 
magazine exp. 
Box 6155, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


TOP SPACE SALESMAN AVAILABLE 
Presently employed, but have reached 
present publishers limit financially. 
Young, college grad., veteran, fine ap- 
pearance. Top man with leading trade 
magazines. Familiar with agencies in il 
states. Prefer Chicago area or West coast. 
Minimum $9,600 & opportunity. Interview 
at your convenience or will send full 
data. ~ 6138, ADV RTISING AGE 


os s10N 
yout. Some fin- 


a was 


you money. 
Box 6141, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


REPRESENTATIVES AVAILABLE: 
PUBLISHER’S REPRESENTATIVE 
With priceless contacts throughout the 
Mid-West now ready to increase sales for 

another sound magazine. 
Box 6139, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


BUSINESS OPPORTUNITIES 


& A 


-a art and ,ettering. Excellent contacts |: 
th printers and engravers that can save 


CAPITAL WANTED 


To expand present outdé 
business and to develop 
media. A wonderful capital 
proposition. Potential profit 
a jee are aoe gue. 

s V ER 200 
Illinois St., Chinaes li, Mil. 


WEST COAST 
PUBLISHERS REPRESENTATIVES 
Young, aggressive and imaginati 
sales organization is expandin 
Open for one or two additional ma 
azines for representation out of S 
Francisco headquarters. 
Box 764 Advertising Age 


200 E. illinois St. Chicago 11, 


RETAIL ADVERTISING 
MANAGER CONFESSSIm 


readiness to apply skill majo® respc 
ties’ progressive agency or manuf 
after 6 years directing advertising in 
department stores and 2 years 
agency experience; now successf 
ployed and worth your inquiry. 
Advertising Age, 801 Second A 
York 17, N. Y. 


TOP CREATIVE COPY-COom 
MAN “RARING TO G 


tandiser, know dealer-distrib 
ational, retail and trade expe 

alary 5 figures. Box 752, Ad 
ZOO E. Illinois St. Cc 


QUIRIES 
INVITED 
FOR 
MIDWEST 
COVERAGE % 


“Our 43rq 
TECHNICAL WRITE 
Oil field mchy. Pa. 
TECH. WR R. Arc 

CONSUMER COPY fo 
Sones, 26-38. Partici 


ts < 
ADV. ARTIST. Ohio Agy.& 


GLADER CORPORATS 
Stanley D. Koch, Dir. Adv. 
110 S. Dearborn CE 6-5353 Ch 


There’s as much difference in the milline 
and inch rates as in city and country 
life. Measure grass roots in inches. Buy 
Sanders ABC 3, Geneseo, N.Y. 


MISCELLANEOUS 


FINE AGRICULTURAL ART 
Write for illustrated brochure 
JOHN ANDREWS 
7265 No. 36 Omaha, Nebr. 


Ck zo Agency 


medium that produces best results. 


*Note for the gentler sex: “Men” is used in its generic sense. 


With little or no promotion, and being bought rather than sold, the success 
of Ad Age’s classified advertising section stems from results for users —a 
natural gravitation. 


The news of results gets around. Users recommend to others. Companies re-use as 
new needs arise. 


3 MEN WA 


By Advertising 
¢ Copy and Idea man 
contact clients. .Expe 
Order and Direct Se 
$100 weekly plus bg 
e Account Man, wi 
Copywriter Assist ; 
nance himself whi 
ume ofduisiness. K 
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as these — 


Adams Advertising Agency 
Ad Vantage Ad, Inc. 
Admatic Corp. 


Adoma Publishing Co. 

Allen & Reynolds 

American Display Co. 

American Distilling Co., Inc. 
American Family Magazine 
American Israelite, The 

American Medical Association 
American Poultry Journal 

American Press 

American Restaurant 

American Sugar Refining Co. 
American Trade Association Executives 
American Weekly 

Anderson Studios, S. M. S. Frederick 
Aniol & Associates, Claude B. 
Apparel Manufacturers Magazine 
Armstrong Cork Co. 

Asche Advertising, Inc., Hiram 
Askania Regulator Co. 

Atlas Advertising Agency 

Atlas Film Corp. 

Aves & Associates, Inc., Wesley 
Ayer & Son, Inc., N. W. 

Ayres & Associates, Inc. 

Badger and Browning & Hersey, Inc. 
Balsam Advertising, William 

Barber & Co., William 

Batten, Barton, Durstine & Osborn, Inc. 
Beaumont, Heller & Sperling, Inc. 


Beeson-Reichert, Inc. 

Belnap & Thompson, Inc. 

Bennett & Co., Walter F. 

Best Company, Inc., Gordon 
Bloch Advertising Co., H. George 
Bonsib Advertising Agency 
Botsford, Constantine & Gardner 
Bowes Industries, Inc. 

Bozell & Jacobs, Inc. 

Brady Co., Inc., The 

Brooke, Smith, French & Dorrance, Inc. 
Brown Advertising Agency, E. H. 
Bruck Advertising Corp., Franklin 
Buchen Co., The 

Burnett Co., Inc., Leo 


Byer & Bowman Advertising Agency 
CSW Plastic Types, Inc. 

Cage & Co., Jack 

Calkins & Holden, Carlock, McClinton & Smith, Inc. 
Campbell-Ewald Co. 

Carrier Corp. 

Castolite (Co. 

Caterpillar Tractor Co. 

Cedar Lane Cannery 

Central Advertising Agency 

Chain Store Age 

Chartmakers, The 

Chicago Tribune 

Chicagoland Publications 
Children’s Activities Magazine 
Chirurg Co., Inc., James Thomas 
Christopher, Williams & Bridges 
Chrysler Corp. 

Clark Associates, Inc. 

Clay Equipment Corp. 

Cleaning & Laundry World 
Cleveland Electric !lluminating Co., The 
Cleveland News 

Clipper Manufacturing Co. 
Colourpictures, Inc. 

Columbia Broadcasting System 
Commerce Clearing House 
Community Surveys 


"The Gestod everson, 
services of Ad Age are 
utilized by *companies such — 


Compton Advertising, Inc. 
Continental of Rockford, Inc. 
Copperweld Steel Co. 

Cosgrove Publishing Co. 
Coventry, Miller & Olzak, Inc. 
Cribben & Sexton Co. 

Critchfield & Co. 

Cuneo Press, Inc., The 

Curtis Industries, Helene 
Custom Displays 

Dairy Queen National Trade Association 
Dale Art Studios 
Dancer-Fitzgerald-Sample, Inc. 
Darling Co., L. A. 

De Loache Advertising Agency 
Des Moines Register & Tribune 
Detroit News 

DiNuoscio Advertising, Phil 
Display Corp. 

Douglas Productions 

Dow Chemical Co., The 

Dualite Displays 

DuPont de Nemours &(o. (Inc.), E. | 
Ebberts Advertising Service, Dan 
Eckert Advertising, 6. E. 
Economics Laboratory, Inc. 


Edelstein-Nelson Advertising Agency, Inc. 


Electrical Information Publications 
Encyclopaedia Britannica 
Ethicon Suture Laboratories, Inc. 
Evans & Associates-Advertising 
George Evans Co. 

Evans-Work Agency 
Everywoman's Magazine 

Farson, Huff & Northlich 
Fensholt Advertising Agency, Inc. 
Fishing Gazette 

Fitzmorris Advertising, Inc. 

Flint Advertising, Inc. 

Floor Covering Weekly 

Foote, Cone & Belding 
Ford-Gainan 

Frailey Industries 

Frank Advertising Agency, William 
Fuller Displays, Inc. 

Fuller & Smith & Ross, Inc. 
Fulton, Morrissey Co. 

Fur Trade Review 

Gage Publishing Co. 

Gas Magazine 

Gow-O'Hara Envelope Co. 
Geare-Marston, Inc. 

Geer-Murray Co. 

General Electric Co. 

Geneva Modern Kitchens, Inc. 
Geyer Publications 

Gillette Publishing Co. 

Gillette Safety Razor Co. 
Glenn-Jordan, Stoetzel, Inc. 
Goodkind, Joice & Morgan, Inc. 
Goold & Tierney, Inc. 

Gordon Agency, Inc., The Phil 
Gould-Gleiss & Benn, Inc. 

Grade Teacher, The 

Grafex, Inc. 

Grant Advertising, Inc. 

Grant, Schwenk & Baker, Inc. 
Greater Weeklies Associates, Inc. 
Green Lite Signs & Sales, Inc. 
Greenhaw & Rush, Inc. 
Greenwood (Co. 

Grey Advertising Agency, Inc. 
Griswold-Eshleman (o., The 
Grubb & Peterson Advertising Agency 
Haire Publishing Co. 


Hallicrafters Co., The 

Hardware Mutuals 

Harrison & Co., Claude 

Harrison Wholesale Co. 

Hartman (o., George H. 

Hayden Publishing Co. 

Heald Machine Co., The 

Heating & Plumbing Merchandiser 
Heating Publishers, Inc. 
Hempstead Co., Henry M. 
Henderson Advertising Agency, Inc. 
Hershey-Paxton Co., The 

Hicks & Griest, Inc. 

Hirsch & Rutledge 

Holiday Publications 

Home Comforts Wholesaler 

Hopper Co., The Schuyler 

Hosler Advertising, Inc. 

Houck & Co., Inc., Advertising 
Howes Publishing Co., Inc. 

Hoyt Co., Inc., Charles W. 
Hutchins Advertising Co., Inc. 
Illinois Baking Corp. 

Implement & Tractor 

Independent Banker 

Industrial Ledger 

Industrial Machinery News 
Industrial Publications, Inc. 
Industrial Publishing Co. 
Industrial Sports Journal 

Inland Newspaper Representatives, Inc. 
Inside Greater Philadelphia 
International Circulation Distributors 
International Correspondence Schools 
International Minerals & Chemicals Corp. 
Iron Age 

Irving-Cloud Publishing Co., Inc. 
Jackson, Haerr, Peterson & Hall, Inc. 
Jacksonville Journal 

Jahn & Ollier Engraving Co. 
Jakiela Business Service 

Jenkins Publications, Inc. 

Gustaf Jenssen & Staff 

Jergens Advertising, Russ 

Jewel Tea Co., Inc. 

Jewelers’ Buyers Guide 

Job Masters 

Jorgenson Advertising, Richard 
Juhi Advertising Agency 

Kaiser Aluminum & Chemical Corp. 
Kastor & Sons Advertising Co., Inc., H. W. 
Kaufman & Associates, Henry J. 
Kemper Co., Inc., Don 

Kennedy Letter Service 

Ketchum, MacLeod & Grove, Inc. 
Ketterlinus Lithographic Manufacturing Co. 
Kimball Co., Inc., Abbott 
Kirby-Cogeshall-Steinauv Co. 
Kleen-Stik’ Products, Inc. 

Kletter Associates, Inc. Edward 
Knipschild & Co., Roy 

Kraft Foods Co. 

Kreicker & Meloan, Inc. 

Kuttner & Kuttner, Inc. 

Lacy Advertising, Thomas F. 
Lamport, Fox, Prell & Dolk, Inc. 
Landau Outdoor Advertising Co. 
Lavesen & Salomon 

Laurence, Inc. 

Law, Inc., Advertising, H. B. 
Lenkurt Electric Co. 

LeTourneau, Inc., R. G. 

Lewis & Gilman, Inc. 

Locke Advertising, Paul 

Lomo Consulting Service 

Long Co., The W. H. 

Look Magazine 

Ludgin & Co., Earle 

Lukens Steel Co. 

MacFarland, Aveyard & Co. 
MacManus, John & Adams, Inc. 
Madigan Brothers 

Magazine Advertising Bureau 


for classified ad action 


Magnavox Co. 

Mandel Co. 

Manpower, Inc. 

Marcus Advertising Agency, Inc. 
Marshall & Kumler Advertising Agency 
Marsteller, Gebhart & Reed, fnc. 
Mason Warner Co., Inc. 

Masonite Corp. 

Master Plumber & Heating Contractor 
Match Corporation of America 
Mathes, Inc., J. M. 

Mathisson & Associates, Inc. 
Mayer & (Co., Oscar 
McCann-Erickson, Inc. 

McCrary Advertising Agency 
McQuire Advertising, Ltd. 

Mead, Johnson & Co. 

Meldrum & Fewsmith, Inc. 
Meredith Publishing Co. 
Metropolitan Advertising Co. 
Meyerhoff & Co., Arthur 
Michener & O'Connor, Inc. 
Midwest Purchasing Agent 

Miller & Co., Alfred N. 

Milprint, Inc. 

Mitchell Printing Co. 

Morgan Lithograph Corp. 

Mumm, Mullay & Nichols, Inc. 
Music Corporation of America 
Nash-Kelvinator Corp. 

Nation's Agriculture 

National Advertising Co. 

National Advertising Service, Inc. 
National Gypsum Co. 

National of Hartford Group 
Needham, Louis & Brorby, Inc. 
Netedu Advertising, Inc. 

Nugent Studios 

Ohio Brass Co. 

Omar, Inc. 

Oneida, Ltd. 

O'Neil, Larson & McMahon 

Pal Blade Co., Inc. 

Paramount Press 

Peace Publications, H. L. 
Pennsylvania Newspaper Publishers Association 
Penton Publishing Co. 
Perrygraph Corp. 

Petroleum Publishers, Inc. 
Philadelphia Daily News 
Philadelphia Evening Bulletin 
Piedmont Advertising Agency, Inc. 
Pillsbury Mills, Inc. 

Pines Publications, Inc. 
Plumbing & Heating Industries Bureau 
Poorman, Butler & Associates 
Post Exchange Publishing Corp. 
Potts-Calkins & Holden, Inc., R. J. 
Prakken Publications 

Premium Specialties 

Progressive Grocer 

Prudential Insurance Co. of America 
Puffer Advertising, Charles 0. 
Putman Publishing Co. 

Radio Electronics 

Ralston Purina Co. 

Reincke, Meyer & Finn, Inc. 
Renwar-Wisconsin 

Reo Motors, Inc. 

Reynolds Metals Co. 

Rich Studios, Norman 

Robinson, Inc., Bob 

Roche, Williams & Cleary, Inc. 
Rogers Publishing Co. 

Roy, Inc., Ross 

Rubel, Fields, Godow & Lawrence 
Ruben Advertising Agency 
Runkle-Thompson-Kovats, Inc. 
Ruthravff & Ryan, Inc. 

Ryan, Lewis Edwin 

Sachs, Inc., Morris B. 

St. Petersburg Times 

Sales Aide Service 
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Sales Point Posters, Inc. 
Salsbury's Laboratories, Dr. 
Samson (o., M. L. 
Scheck Advertising Agency, Inc. 
Schmidt Lithograph Co. 
Schoenfield, Huber & Green, Ltd. 
Scolaro, Meeker & Scott 

Scribner & Pope, Inc. ™ 
Sears, Roebuck & Co. 

Seeds Co., Inc., Russell M. 

Segal Advertising, Theodore H. 
Seidlitz Paint & Varnish Co. 
Selmar, Inc., H. & A. 

Serwer, Inc., Harry 

Sick's Seattle Brewing & Malting Co. 
Sieck, Inc., Ltd., H. Charles 
Small Agency, Inc., William J. 
Sorenson & Co. 

Southeastern Advertising Agency 
Southern Seedsman 

Sports Afield 

Stern's Sons Co., Max 

Stockton, West, Burkhart, inc. 
Swan Studios 

Swift & Co. 

Swink Advertising Agency, Inc., Howard 
Syncro Corp. 

Telefood, Inc. 

Tel-A-Story, Inc. 

Tennessee Coal & Iron Div. of U. S. Steel Corp. 
Time, Inc. 

Toni Co., The 

Trade Press Publishing Co. 
Triangle Publications 
Tupperware Home Parties, Inc. 
Twiss, The House of J. Hayden 
Typographic Services Co. 

Union Carbide & Carbon Corp. 

U. S. News & World Report 
Utilities Engineering Institute 
Van Auken, Ragland & Stevens 
Vance Publishing Corp. 
Vanguard Advertising 

VanSant, Dugdale & Co., Inc. 
Venus Foundation Garments, Inc. 
Vickers & Benson, Ltd. 
Vision-Visao 

Visking Corp., The 

Vitality Mills, Inc. 

Vogue-Wright Studios 

Volitant Corp. 

Von Schrader Manufacturing Co. 
Wade Advertising, Geoffrey 
Waldie & Briggs, Inc. 

Wall Street Journal 

Warwick & Legler, Inc. 
Washington Advertising Co. 
Washington Spotlight 

Watt Publishing Co. 

Wayside Press 

WCHS 

Weintraub & Co., Inc., William H. 
Weiss & Geller, Inc. 

Wemple Advertising, Jack C. 
West-Holliday Co., Inc. 

Western Advertising Agency, Inc. 
Western Empire Direct Advertising Co. 
Western Printer & Lithographer 
Wexton Co., The 

WFMY-TV 

Whaley Co., William E. 

White & Associates, Dan 
Wiegand (o., Edwin L. 

Woman's Day, Inc. 

Yeck & Yeck 

Young & Associates, John Orr 
Young & Rubicam, Inc. 

Your Farm Magazine 

Ziff-Davis Publishing Co. 


*Partial list covering 1953 
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Readers Hope for Broadened 
Interest in Financial Pages 

To the Editor: As a subscriber 
to ADVERTISING AGE, I read it pretty 
thoroughly at home and I was very 
much interested in the article in 
your Feb. 8 issue by G. D. Crain 
Jr., “Can Financial Pages Be Pop- 
ularized?” 

I have been with this agency for 
38 years and handle a very sub- 
stantial volume of financial adver- 
tising, so I feel qualified to speak 
on this subject. I think the author 
of your article is wrong in stating 
that the daily page of quotations 
has little interest except to pro- 
fessional traders and speculators. I 
believe that the individual or in- 
stitutional investor who buys 
stocks and puts them away for 
income return is interested in 
keeping in daily touch with the 
fluctuations of their securities. 

Our media department has com- 
piled a list of newspapers through- 
out the U.S. which publish the 

complete range of Stock Exchange 

prices in their Sunday editions. We 
have found that financial mail 


JUST ASK FOR MARIE: 
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coutid — “on your next multi- 
praph i , addressing or 
malin seb Ge pick-up Bett ‘ 

in curate work, plen 


THE LETTER SHOP, 
Inc.; 431 S. Dearborn St., Chicago 5. 
(Now in our 25th successful year.) 


always in line. 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


order advertising in papers which 
do not carry the price range of 
stocks is apt to give very disap- 
pointing results. 

It would be an interesting ex- 
periment for some large metropoli- 
tan newspapers to slant their 
financial sections more to the 
smaller investor, over a sufficient 
period of time to determine wheth- 
er this type of editorial content 
would bring more results to finan- 
cial advertisers. 

It seems difficult to make finan- 
cial advertising really pay off 
unless an atmosphere of finance 
and investment has been created 
to condition the reader. 

Although some of our financial 
clients, and one in particular, has 
made a prolonged and thorough 
test of r.o.p. vs. financial section 
advertising, the financial section 
seems to win out. 

I think your article should be 
very helpful in making newspapers 
more conscious of the necessity of 
broadening interest in their finan- 
cial sections. 

FRANK D. CRUIKSHANK, 

Vice-President, Albert Frank- 

Guenther Law, New York. 


To the Editor: Nothing could 
have pleased me more than G. D. 
Crain Jr.’s editorial “Can Financial 
; Pages Be Popularized?” He is 


, 100% right and the best proof that 
‘the public wants a new kind of 
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DID YOU KNOW? 


More than 80% of the 100 


ieading national advertisers in 


1952 used newspaper supplement advertising. Many adver- 
tisers using one or more of the three national supplements 
used the Louisville Courier-Journal Magazine to complete 
their supplement schedule. In 1952, more than a 100 This 


Week advertisers placed a 


total of 286,419 lines in the 


Louisville Courier-Journal Magazine. 


Send for your free copy of a new factual study of newspaper 


supplements. 


Write to: Promotion Department, The Courier- 


Journal, Louisville 2, Kentucky. 


THE LOUISVILLE 


| ‘GCourier-Zonrnal 


SUNDAY MAGAZINE. 


Sunday Courier-Journal Circulation 303,238 « Member of The Locally Edited Group 
Repr Compeny 


‘esented Nationally 


by The Branhem 


financial reporting is found in the 
national circulat:on which my an- 
nual report, which is enclosed, and 
Investor have both secured. 

The trouble «vith the financial 
press, as we nvte in the section, 
“The Press,” is that it tries to 
cater to management who at best 
comprise only a handful of readers 
instead of to, the public stockhold- 
ers who form the mass readership. 

The result is obvious: only 5% 
of the readers read the Victorian 
financial pages; the advertisers fail 
to get their money’s worth and no 
one benefits. 

I shall take the liberty of quoting 
from your editorial in my next an- 
nual report. 

Lewis D. GILBERT, 
Investor, New York. 


Small-Town Bank Has Success 
with Historical Series 

To the Editor: I am taking the 
liberty of sending you by separate 
mail a portfolio of newspaper ad 
reprints which we prepared for 
one of our clients, the First Na- 
tional Bank of Holland, Mich. 

I would not ordinarily do this, 
but the response to this ad series, 
both direct and intangible, has 
been so rewarding to the client 
that I feel it might contain an in- 
spiration for other small town 
banks to go and do likewise. 
Banks are notoriously easy prey 
for the stereotyped “packaged” 
deals that itinerant promoters are 
repetitiously presenting. Some of 
this material is good; much is 
sophomoric; all of it is generalized 


fiso that it can apply to all banks. 


It is, of course, the easy way out, 
which probably accounts for the 
uninteresting level of much bank 
advertising. 

Chief among the generalities a 
bank is supposed to embrace is 
“wave the flag’ advertising, 
wherein the glories of home and 
country, free enterprise and op- 
portunity are eulogized. There is 
nothing wrong with that, except 
that it does not penetrate. What’s 
in the syringe is good, but the 
needle is blunt. 

Presenting something of a chal- 
lenge, we set about to supply this 
heritage hypodermic with a pene- 
trating needle. Our reasoning told 
us that what we had to do was 
reduce the taken-for-granted at- 
titude toward our constitutional 
heritage down to the local and 
personal realm. Contained in the 
birth and struggles of every cen- 
tury-old city is the story of Amer- 
ica’s foundation—a story that tells 
of the great worth put upon lib- 
erty as demonstrated by the sacri- 
fices, self-reliance and devotion of 
the founders. Then why not de- 
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velop a consciousness of our na- 
tional heritage by letting it be 


local landmarks’ 

Such is the premise on which 
we prepared this series of ads. A 
half dozen would not have 


take hold. From then on the inter- 
|}est mounted, and the impact was 
| noted in many ways. Local history 
and its implications came to be a 


National Bank becoming all the 


seen and felt through the familiar | 


achieved any purpose; it took that | 
long before the series started to) 


conversational matter, with First | 


| more integrated into the commun- 
‘ity fabric. When the series had 
| completed its run in the local dai- 


ly, we waited awhile to gauge| 


‘public reaction—to see if there 
would be any demand for reprints. | 
In the course of a couple of months 
some 500 people dropped in or 
wrote to the bank to inquire if re- 
prints could be made available. 
Then we released the ads in port- 
folio form, and a thousand went 
like hot cakes. These are not im- 
pressive figures, except as one re- 
members they relate to a small 
town of quite stolid character. 
Growth of -the First National 
Bank during the past year has 
been impressive, and while many 
factors undoubtedly contributed to 
that result, there can be no doubt 
that this ad series provided a help- 
ful atmosphere for the growth to 
materialize. At any rate, the 
town’s second bank became self- 
conscious about its own syndicated 
advertising and has now engaged 
an advertising agency to provide 
the scintillating touch that will lift 
its promotion up to the level of 
its friendly competitor. Thus will 
the pattern of our local bank 
advertising take on more interest, 
thereby benefiting the whole of 
the town’s banking profession. 
There are many offshoots and 
sidelights to this particular ad ser- 
ies, such as the way the schools 
have taken it up, but I will not 


only point in writing you at all 
is to indicate that small town bank 
advertising need not be sterile, 
even though it probably is the 
toughest kind of a nut for an ad- 
vertising man to crack. And when 
the advertising does take on life, 


in growth. 

MaRvVIN C. LINDEMAN, 
Lindeman Advertising, Hol- 
land, Mich. 

* & ~ 


Casts Doubt on Merit 
of Goldblatt Plan 

To the Editor: I have read with 
considerable interest the article by 
E. B. Weiss, which appeared on 
Page 98 of your Feb. 1 issue and 
which was headed: “Techniques 
Bound to Change to Meet Advance 
of Discount House.” 

It seems to me that the Gold- 
blatt plan described in this article, 
if copied by other retail stores, 
might prove to be an ideal way to 
encourage manufacturers and dis- 
tributors to sell direct to the pub- 
lic. If the manufacturer or dis- 
tributor is to be saddled with part 
of the functions of a retail store, 
how long will it be before they 
decide that they might as well take 
over the additional function of se- 
curing the order? Could they not 
establish order-taking agencies 
with a display of their lines or 
possibly establish convenient loca- 
tions where customers could order 
from catalogs on a plan somewhat 
similar to that now being used by 
a prominent national mail order 
house? 

It would be interesting to learn 
whether recognized authorities on 
retail distribution would consider 
a plan as described in Mr. Weiss’ 
article as a threat to the future 
existence of retail stores. 

KENNETH W. Hoop, 

Manager, Merchandise Divi- 

sion, Better Business Bureau 

of St. Louis Inc., St. Louis. 


Automobile Study Interests 
Station’s Advertisers 

To the Editor: Many of our ad- 
|vertisers have expressed interest 
\in profiles of American automo- 
|biles as described on Page 100 of 
the Feb. 1 issue. 

At your convenience, will you 
kindly send me 20 copies and be 


assured this service is one more| 


reason why I read ADVERTISING 
AcE from cover to cover. 

The “Eye and Ear” commentary 
on the Cantor-Paper-Mate episode 


burden this letter with them. The : 


the deposits and loans reflect that |™ 
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_ing of those who should know his 
value (as an entertainer) expired 
ten years ago. 

Why the valued sponsor keeps 
picking up the tab for this enter- 
tainer who was wonderful (in his 
day) is beyond me, except you 
have to take several Class D to get 
a Class A show. 

My commendations on this and 
other fine articles which make Ap- 
VERTISING AGE “must” reading. 

RICHARD M. FANNING, 

Account Executive, Station 

KFOxX, Los Angeles. 


Handles a Rush Job 
on Newspaper Page 


_ To the Editor: Enclosed are a 
proof and a tear sheet of a full- 
page newspaper ad that r% in the 
Minneapolis Star-Tribune and the 
St. Paul Dispatch-Pioneer Press on 
Jan. 21 and 22. 

We believe we have set some 
sort of a record for producing a 
full-page newspaper ad, and here’s 
why. Cn Sunday, Jan. 17, we were 
notified of the decision to use the 
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metallurgical, inc. 
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local newspapers to promote the 
10th anniversary and new building 
for one of our clients. Starting 
from an idea on Monday morning, 
the advertisement was completed 
and plates delivered to both news- 
papers Wednesday afternoon. A 
total of 24 working hours for the 
complete job! 
J. SOUTHWICK, 

Production Manager, Ray C. 

Jenkins Advertising Agency, 

Minneapolis. 

. . . 

Britisher Speaks Up 
on Education and Reading 

To the Editor: You know the old 
gag; bed is the most dangerous 
place on earth, because most peo- 
ple die there. 

Like so many statistics, those 
quoted in “What They’re Saying” 
in your Dec. 14, 1953 issue [“‘there 
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are as many college teachers in the 
United States as there are college 
students in Britain”] are mislead-| 
ing, because the standard in the 
top forms of our secondary schools 
is as high as that of many of your 
university grades. 

You have such advantages in 
the U. S. that you don’t need this 
sort of build-up. You can afford to 
be honest. For example, note the 
enclosed report of Dr. Gallup on 
his investigation into the reading 
habits of British and American 
people. [The report, from the Jour- 
nal of the National Book League, 
February, 1954, says that whereas 
only 13% of the British adult pop- 
ulation has gone beyond elemen- 
tary school, and in the U. S. the 
figure is 56%, fewer than one adult 
American in every five is reading 
a book at any particular time; in| 
Britain the figure is three times 
as high.] 


| 


J. T. Boon, 
Mills & Boon Ltd., Publishers, 
London. 


type leaves much to be desired, 
and the copy he praises so highly 
is buried much too deep for the 17 
seconds or so an average news- 
paper ad has to live. 


No doubt old-timers will rally | 
‘round Bedell and point with) 


shaking fingers, their eyes glitter- 
ing with the knowledge of the 
aged, at the retail ads of yester- 
year. 

Oh yes, them were the heydays 
of retail advertising. Profits were 
at the nadir ...stores all over were 
in big trouble, and sales rode a 
new low ebb. It took concerted 
action by the NRA before the re- 
tailing industry could catch a 
glimmer of the way to successful 
business. 

Those were the fruits of the ad- 
vertising of yesteryear. Compare 
them with the healthy and profit- 


‘able industry retailing is today. 


And then, echo in unison with Mr. 
Bedell and his old-time choro- 
leers: 

Where are the ads of yester- 


| year? 


Bedell's Criticisms Irk 
This Retail Ad Manager 


To the Editor: For some months 
now, I’ve been reading Clyde Be- 
dell’s “critique” of retail adver- 
tising with growing feelings of 
distress. 

His almost rhapsodic criticism in | | 
the Feb. 1 issue of AA has moved | 
me to my typewriter to write a 
long-felt protest. 

No doubt comparatively few of 
your readers are retailers, and due 
to insufficient comment you may | 
be unable to appraise these at- 
tacks in their proper perspective. 

As a working retail adman I. 
can’t help but feel that these dia- 
trabes have gone too far. 

Let’s look at the current bit, for 
example. 

Bedell has produced an ad for 
our edification, and proclaims it 
“one of the best mattress ads” he’d 
ever seen. He lauds it for its sell, 
and then goes on to lambaste (as | 
he does so often) the retail profes- 
sion. ‘Most ad people,” writes con- | 
sultant Bedell, “... whose experi- | 
ence has been confined to the last | 


It’s about time for Mr. Bedell to 


climb down out of his ivory tower 
and back behind a desk in a re- 


tail store. Things are not as easy 
and as plush as he would have 
you think. The hangers-on of the 


a fad. 
Give me the swing and zing of 


short, long, smooth, punchy. Words 
should lift and carry through in 
phrases, in copy blocks to a sum 
total. 

I don’t want to be burned and 


trancingly beautiful approach. 
There, at last, I used two long 
words—entrancingly beautiful. 
Mr. Colwell will have me doing 
‘it yet—writing strictly from Anglo- 
Saxon. 

KATHRYN O’BRYON LINDSEY, 
Publications Department, The 
Lennox Furnace Co., Mar- 
shalltown, Ia. 

* * . 

AA's Help Welcomed 
To the Editor: I do not know 
how it happened, but for some 
strange reason, our subscription to 
ADVERTISING AGE has expired and 
we miss its weekly visit to our 
doors. We miss its excellent cov- 
erage of the advertising field from 
which we have occasionally clip- 
ped articles which have been very 
favorably received by our clients. 
Often we (in the space mail 
order agency business) think that 
we know all the answers, but the 


| 


jerky, nerve-wracking. A jad had. 


words that melt into one another—| 


stung into buying. I want the en-'| 


wartime ’40s are gone from the) weekly visits of your publication 
trade; they couldn’t take the gaft. | generally contain a gold mine of 

Our new crop of postwar retail | | information on_ subjects with 
ad people (I’m one) are generally | which we have little contact nor- 
better trained, more serious about mally and we are brought up with 


their work, and are producing a shock each week to find how 


better and more intelligent retail 
copy than any other previous 
group in the business. We new- 
comers are serious practitioners 


who feel our business of advertis- | 


ing has come of age. We no longer 
experience the stigmas our prede-| 
cessors felt about being associated | 
with a store, and we know that in| 
the distribution chain, we are an} 
important link. We know that ad- 
vertising, to be justifiable, must 
produce sales. We're’ ad-wise, 
we’re budget-wise, and we’re 
sales-wise. As a group, we're’ 
eager, generally bright, and prone, 
to take up the cudgel when some. 
one writes wholesale criticism 
‘about our achievements. 

Today, we postwar ad people are. 


little we really know. 

Enclosed is our check for a 
year *s subscription. 
| JOHN SHRAGER, 
John Shrager Inc., New York. 
| . . e 
Gives Art Director Credit 
| To the Editor: We would like to 
/express our appreciation for the 
| story you did on our client, Morlee 
| Mfg. Co. It appeared on Page 60 in | 
'the Jan. 25 issue and traced the 
| history of a small manufacturing 


53 


concern which, through consisten-'edy”) of Jan. 25. As the automo- 
|cy of promotion on a limited budg- tive market is a very important 
et, achieved rapid growth. part of our Yellow Page repre- 
Unfortunately, this story did not sentation we would like to have 
bring to the attention of ApverTis- your permission to use this edi- 
ING AGE’s readers the fact that torial as a sales aid. Naturally 
Harry E. Swenson was the art credit for ADVERTISING AGE would 
|director on the account. Since be noted. 
Morlee’s ads are based, for the, Thank you very much for your 
greater part, on pictorial material interest...I think you hit the good 
for attention getting, we believe old nail on the head in your last 
that Mr. Swenson should be given paragraph in this editorial. 
due credit. | L. GETZLER, 
Lioyp S. Howarp, Division Manager, L. M. Ber- 
Lloyd S. Howard Associates, ry & Co., Telephone Directory 
New York. Advertising, Rochester, N. Y. 


* * + 
‘Leg’ Art?, Asks He 

Finds Remedy Helpful ik the Editor: Why do they 

To the Editor: Being in the ad- still call it “leg” art? With so much 
vertising business, naturally I am | more to see nowadays one seldom 
sales-minded and therefore was|looks at the legs. 
very much impressed by your edi- | 
torial (“An Old Fashioned Rem- | 


JOHN EVANS, 
Argus Publishing Co., Chicago. 


Investigate Television, Radio and Newspaper Response 
In the NEW Milwaukee Market and the 


TELEPHONE ANSWERING 
SERVICES 


of Telephone Message Exchange. Adequate 
Response Facilities and Varied Number 
Banks Always Available. No Program Too 
Big or Too Small. 24 Hour Service Every- 
day Including Saturday & Sunday. Full 
Co-operation and Endorsement From 
All Local Stations and Publications. 
Accurate Telephone Response 

Reports Resulting From Publicity 
Submitted To Advertising Agency 
—Client, Station or Publication. 


TELEPHONE MESSAGE EXCHANGE e TELEPHONE ANSWERING SERVICE 


BROADWAY 1-7060 
Wisconsin's Largest 


312 E. Wisconsin Ave., Milwaukee 2, Wis. 
Milwaukee's Supreme 


15 years, simply don’t understand | helping in the distribution of more | 


selling ...for they have never had | 
to really sell to get response.” 

Nonsense! 

I lived in New York in 1947.) 
That Christmas, we had 17 inches | 
of snow—a crippling, disastrous | 
blizzard. Three days later, I heard | 
an old-timer, a crotchety relic, talk | 


about the blizzard of ’88. Said he, a halt to his irresponsible attacks | 
on current retail advertising, be- | 
/cause more often than not retail | 
advertising does the job it was in- | 


“It doesn’t snow like that any 
more!” 
Says old-timer Bedell: “They 
don’t sell like that any more!” 
And I ask, Mr. Editor, like what? 
Read the Fairchild trade papers, 


goods than our elders ever thought | 
possible. Today, we postwar ad- 
/people are making more money 
‘for our employers than anyone’ 
ever thought possible. 

If that’s the result of a lack of | 
sell-how, then that’s for me. 

It’s time for Mr. Bedell to call 


tended to do: it sells! Retail ad- | 
vertising does other things, too, | 
besides move merchandise from 


and more and more you will see Shelves. Actually, we advertise less 
reports of sell-out activity! You'll than 20% of the merchandise we 
read about crowds filling stores, carry, hardly enough to maintain 


Another Reason Why 


| WPTF is 


Number One 
Salesman 


about items so hot that nobody can a big store in business. Retail ad-— 


fill orders, about cash registers _vertising must establish store 
playing the merriest tunes in many | character, develop traffic, promote 
years. And you don’t have to read | the store personality, to mention | 


many year-end reports to know) 
that controllers are becoming hap- 
py men. 

Like what, 
what? 

I know retail admen who have 
successfully sold overcoats in mid- 
summer; others have sold swim-| 
suits out of season, and still others | 
have accomplished equally note- | 
worthy feats. Once was, you 
couldn’t sell ice in winter, but not 
now. The new crop of admen, the 
ones Mr. Bedell is so worried 
about, can and have accomplished 
selling jobs as difficult as can be. 
imagined; when they do, there’s| 
money in it. 

To get back to the ad Mr. Bedell 
praises so highly: It looks te me 
like the ads he might have run in 
the ’30s. It doesn’t meet many of 
today’s requirements for good re- 
tail production. It is certainly un- 
interesting and unattractive. The 


Mr. Editor, like 


/just a few of the other tasks. 
Retail advertising has come into 
‘its own. This is the time to build. 
‘up, not willfully destroy, retail | 
advertising. This is the time for 
constructive, creative comments. 
If Mr. Bedell doesn’t know how 
| to write in that fashion, I feel cer- 


tain that there are plenty of work- | 


ing retail admen who would be 
| willing to show him how. 
IRVING R. PLISKIN, 
Scranton, Pa. 


Likes Words, Long or Short, 
‘Entrancingly Beautiful’ 

To the Editor: Robert T. Col- 
well’s agency memo in which he 
urges writing without using “one 
long word” (AA, Dec. 14, What 
They’re Saying) left me tense and 
tired. 

It’s like a typewriting lesson— 


WP IF 


50,000 WATTS 680 KC 


North Carolina's 


Noted Newsman....... . Ed Kirk 


When you sponsor a news program on WPTF you auto- 
matically get the services of North Carolina’s top radio news- 
man, Ed Kirk. He’s WPTF's News Director for the past eight 
years, during which time he has scored many notable beats. 
Confidante of North Carolina's men who make the news, 
Kirk keeps WPTF on the inside track, newswise. Ed Kirk 
and the WPTF Newsroom Staff make the more than 20 daily 
newscasts heard on the station the finest news buys in the 
Carolinas. If you want more news on WPTF News, contact 
Free and Peters or WPTF. 


North Carolina's Number I Salesman 
NBC Affiliate for RALEIGH-DURHAM and Eastern North Carolina 


FREE & PETERS  ieressex: 


REPRESENTATIVE 
R. H. MASON, General Manager, GUS YOUNGSTEADT, Sales Manager 
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Ad Manager Tells Why Union Pacific 
Conducts ‘Programs, Nof Campaigns 


CLEVELAND, March 4—If you 
showed Union Pacific officials 
that one of their coaches had a 
flat wheel, they would apologize. 

If you told them they were 
“spending” one of the biggest ad- 
vertising budgets in the railroad 
industry, you would have to apol- 
ogize. You would be right about 
the size of Union Pacific’s adver- 
tising effort—but wrong in saying 
the funds are “spent.” 

“I like to refer to our advertising 
money as being ‘invested,’ and I 
prefer the term, ‘advertising pro-| 
gram,’ rather than advertising| 
campaign,” H. B. Northcott, gen- 
eral advertising manager of Union | 
Pacific Railroad Co., declared last | 
week. 


into two groups—the 584 newspa- 


pers in towns and cities on the) 
lines of Union Pacific and the 166) 


“off-line” publications in towns 
and cities east of Omaha, U.P.’s 
eastern terminus. 


a “Newspapers are advantageous 
to us ‘in many respects,” Mr. 
Northcott said. “Advertising can 
be localized territorially through 
them. Some train service is of 
interest only in certain states. 
Furthermore, in newspapers, an 
ad can be inserted, changed or 
cancelled on comparatively short 
notice.” 

Off-line newspapers are used 
for where-to-go advertising before 
the travel season. Later, in sum- 


LAST THREE FEET—Everything about its sales program satisfied 


|/mer months after vacationists have 
s Addressing the Cleveland Ad- made plans, the space is devoted 
vertising Club, Mr. Northcott to how-to-go (train service) copy. 
gave midwestern advertising men| Last year, U.P. “invested” its 
a verbal blueprint of the railroad’s | advertising fund in media channels 


far-flung program, which  pro-| 

duces customers for U. P. both | 

ast and west of the Mississippi. | 

fr. Northcott said he couldn't 
{ overemphasize the word “invest- 

ment”? when speaking of advertis~_ 

ing dollars. 
“T like to think of my position as | 
being similar to that of a trust 
officer of a bank,” Mr. Northcott 
said. “The management of our 
company provides me each year 
with a fund to invest to the best 
interests of the company and its 
stockholders. The object is to pro- 
duce customers, the life blood of 
any business.” 

Mr. Northcott went on to tell 
why he frowns upon the term “ad- 
vertising campaign”: “It smacks of 
politics, of temporary effort. The 
word ‘program’ denotes an orderly 
arrangement or progression of 
events.” 


® The advertising of Union Pacific 
and several of its 14 subsidiary 
companies is directed by Mr. 
Northcott from the railroad’s head- 
quarters in Omaha. The railroad 
alone serves 13 states. To keep its 
advertising in touch with the 
right-of-way, the department op- 
erates branch offices in Los 
Angeles and Portland, Ore. 

The U.P. advertising changes 
with railroad problems, Mr. North- 
cott said. “In 1954, we will be 
called on to advertise new equip- 
ment, new trains, new services.” 

Mr. Northcott puts stock in 
grass-roots placement of advertis- 
ing. The Caples Co., Omaha, han- 
dles Union Pacific advertising in 
magazines and in other media east 
of Utah. For close to home adver- 
tising, U.P. uses the Los Angeles 
branch of Caples for Southern 
California coverage, Richard G. 
Montgomery & Associates, Port- 
land, and A. A. Gillham Inc., Salt 
Lake City, for Oregon, Utah and 
nearby states. 


a “The local agencies can do a 
more effective job of creating and 
placing our advertising, mainly be- 
cause they are local people, in 
close touch with local conditions| 
and customs. They know our local 
railroad people and service more) 
intimately,” Mr. Northcott said. | 
In addition to advertising pas-| 
senger and freight service, Union| 
Pacific promotes its subsidiaries’ 
with selling and institutional pro- 
grams. Among the firms are Union 
Pacific Coal Co. in Wyoming, 
Southern Wyoming Utilities Co. 
and United Pacific Coal Co. Stores. | 
Newspapers got the largest slice 
of Union Pacific’s advertising dol-. 
lar in 1953. With approximately 
25% of the allocation, the news- 
papers slightly led magazines, 
which got approximately 2242%. | 
Giving a media breakdown, Mr. 


Northcott divided the newspapers 


\line newspapers, 


as follows: 

Printed matter—travel booklets, 
maps, menus—8.6%; calendars, 
2.74%; displays and exhibits, 
2.54%; outdoor posters and signs, 
2.91%; motion pictures, 0.42%; 
for U.P.-owned Sun Valley, 6.65%; 
on-line newspapers, 11.51%; off- 
13.69%; maga- 
zines, 22.46%; department of spe- 
cial tours, 1.9%; radio, 5.76%, and 
television, 2.86%. 

Television may soon get a big- 
ger share of the budget. 

“As television develops, our use 
of various media will need to be 
reviewed and perhaps revised,” 
Mr. Northcott said. “Anyone en- 
gaged in advertising must be alert 
to change in public habits.” 


# Rounding out the “investment,” 
Union Pacific spent another 
17.99% on items which, Mr. North- 
cott said, the public does not see 
as advertising, but which must be 
charged to advertising under In- 
terstate Commerce Commission 
rules. Included were time tables, 
engraving costs, postage and U.P.’s 
share of advertising sponsored by 
the Assn. of American Railroads. 

During 1953, Union Pacific used 
119 magazines—for a total of 653 
insertions. Ads appeared in every 
issue of Fortune, Holiday, National 
Geographic and Sunset. Magazines 
also used for vacation travel ads 
were American Magazine, Collier’s 
and The Saturday Evening Post. 
Other advertisements promoted 
U.P. freight service and industrial 
sites along U.P.’s 15,000 miles of 
track. 

Mr. Northcott said the railroad’s 
correspondence department keeps 
a record of coupon requests for 
literature from readers of each 
magazine. It is a guide, he said, to 
the effectiveness of each publica- 
tion, as well as to the individual 
ads. 


s The Caples Co. analyzes reader- 
ship reports as a means of compar- 
ing one type of U.P. magazine 
advertisement with other types, 


jand with competitive travel ads. 


“This enables us to determine 
whether we are on the right track 
in using dominant photographic 
illustrations, for example,” Mr. 
Northcott said. 

The vacation-travel advertising, 
he said, is designed to reach two 
objectives: (1) To sell the various 
vacation regions, largely by means 


of attractive illustrations, and (2) 


to sell train travel—its comfort and 
convenience—by means of second- 
ary illustrations, headlines or text. 

“Requests for travel literature 
provide a further opportunity to 
sell train travel,” Mr. Northcott 
said. “We do it through reply let- 
ters and by personal contact of the 


railroad’s representatives in larger 


after the company’s Huffy mowers got to 
solve the problem, the company’s agency, 
up with this ‘““mechunical salesman.” It's 


Huffman Mfg. Co., Dayton, except for “the last three feet’— 


the retail floor. To 
Yeck & Yeck, came 


a 9x12” envelope’ is that retail sales 


with a simplified version of the Huffy sales pitch printed on 
both sides with plenty of illustrations. The envelope, attached 
to all Huffy mowers, encloses an instruction booklet written in 
the same clear and illustrated style. One result, Huffman reports, 


people “are greater Huffy boosters now.” 


the most promising travel pros- 
pects.” 
@® When Union Pacific built its 
resort at Sun Valley, Ida., it was. 
to operate only as a winter sports| 
attraction, Mr. Northcott said. It 
now flourishes in the summer as 
well, so Sun Valley advertising is 
spread through both seasons. Most | 
of the Sun Valley budget is used 
in general magazines, but “con- 
siderable” goes to sports magazines | 
and metropolitan newspapers. 
The U.P.’s passenger service ad- 
vertising reaches its peak during 
March, April and May, when a 
majority of travelers make vaca- 
tion plans, Mr. Northcott said. 
Holiday havens served by Union 
Pacific include national parks— 
Yellowstone, Grand Teton, Estes, | 
Grand Canyon, Bryce Canyon— 
plus the dude ranch country. To 
travelers, U.P. recommends its 
streamliners—the “Cities’’ of Los 
Angeles, San Francisco, Portland, 
Denver, the Challenger and the 
Pony Express. 


# By advertising its dining car 
service as a feature of train travel, 
Union Pacific gains a “decided ad- 
vantage over competitive forms of 
transportation,” Mr. Northcott said. 
Each month a “special meal” ad- | 


ports for shipment owerseas. 

For these messages, Union Pacif- 
ic uses livestock and agricultural 
publications, business and indus- 
trial magazines, including publica- 


tions devoted to foreign trade, | 


plus daily newspapers in the area 
the railroad serves and calls “The 
Union Pacitic West.” 

Creative work for U.P. adver- 
tising is handled by the advertis- 
ing agencies, whose men “actually 
contact the account” (U.P. or sub- 
sidiary), Mr. Northcott said. 

“Every effort is made to pro- 
duce simple, brief and believable 
copy,” he said. “Both the railroad 
and the agencies follow the policy 
of avoiding misleading or exag- 
gerated statements in Union Pa- 
cific advertising.” 


-HALSEY W. WILSON 


New York, March 2—Halsey 
William Wilson, 85, founder and 
board chairman of H. W. Wilson 
Co., biliographic reference book 
publisher, died yesterday after a 
long illness. The company which 
he headed publishes more than °20 
major indexing and_ reference 
services, the best known of which 


are the Cumulative Book Index 


and Reader’s Guide to Periodical 
Literature. 
Mr. Wilson was born in Ver- 


vertisement appears in color in a mont, but was reared on a farm 
magazine on the U.P. schedule.|in Iowa and attended Beloit Col- 
“This advertising is merchandised lege and the University of Minn- 
on the dining cars in the form of | esota. He brought out the first is- 
menu clip-ons,” Mr. Northcott! sue of Cumulative Book Index in 
said. “Dining car stewards and | 1898 at Minneapolis. In 1913 he 
waiters back up this promotion | moved his organization to White 
with personal se!ling. The results| Plains, N. Y., and in 1917 to New 


—increased servings of the adver- 
tised items—have been remark- 
able,” he said. 

U.P.’s other customers—growers, 
packers and ship»ers—applaud the 


cooperative selling effort, Mr. 
Northcott said. 
Even freight advertising, Mr. 


Northcott said, must be broad in 
scope—and dranatic—to pay off 
as an “investment.” The freight 
advertising pro‘ram works to 
boost tonnage through: 


= 1. Advertisements featuring 
specific services and facilities for 
shipment of livestock and farm- 
land products. 

2. Ads of a more general nature 
advising shippers of service, facili- 
ties, equipment ind on-line im- 
provements, such as classification 
yards, diesel equipment and roll- 
ing stock. 

3. Ads promoting industrial de- 
velopment in the territory served | 
iby U.P. Ads encouraging decen- 
'tralization and warehousing or 
distributing centers along the U.P. 
oo to increase the freight poten- 
tial. . 

4. Ads specifically dealing with 


foreign freight and transportation | 


York. The publishing company 
will continue under Howard Hay- 
craft, who succeeded Mr. Wilson 
as president in December, 1952. 


WALTER JACOBS 


PHOENIX, March 2—Walter Ja- 
cobs, 56, v.p. in charge of sales for 
National Silver Co., New York, 
died here yesterday. A devoted 
follower of the New York Giants, 
he was spending his vacation near 
their training camp. 

Mr. Jacobs joined National Sil- 
ver as a sales representative in 
1915 and was named general sales 
manager in 1944. A member of 
the company’s board of directors, 
he was elected a v.p. recently. 


ERNEST S. DURKEE 

Hupson, N. Y., March 2—Ernest 
S. Durkee, 73, retired business and 
advertising manager of the Ameri- 


|can Kennel Gazette, official pub- 


lication of the American Kennel 
Club, died Feb. 27. 

Born in Agusta, N. Y., Mr. Dur- 
kee was graduated from Hamilton 
College and taught in the public 
schools in New York City from 
1903 to 1918. The following year, 


he became a partner in Hevey & of the cross neck label used on all 


cities. We send them the names of ‘of commodities to Pacific Coast | Durkee Advertising Agency in 


‘Miller bottles. 


| New York City. In 1945 he became 
advertising manager of the Ga- 
zette, and retired in 1951. 


EUGENE SKINNER 

| Los ANGELES, March 2—Eugene 
|W. Skinner, 70, president of Seal- 
right Co., Fulton, N. Y., manufac- 


| turer of paper containers, died 
here yesterday. 
With the late Dr. Wilbur L. 


Wright, Mr. Skinner formed the 
Sealright organization in 1917 as 
a subsidiary of Oswego Falls Pulp 
& Paper Co., with which they were 
both associated. Mr. Skinner also 
was president of Sealright Pacific 
Ltd., West Coast subsidiary of the 
paper company. 


DAVID CANTOR 

New YorK, March 2—David 
Cantor, 50, president of Cantor 
Publications, died Feb. 27 at his 
home in Kew Gardens. 

A native of New York, Mr. Can- 
tor was associated with the New 
York Home News before it was 
merged with the New York Post. 
Later he went into business paper 
publishing and issued Flooring and 
Roofing, Siding & Insulation here. 


GEORGE H. SIMPSON 

PHILADELPHIA, March 2—George 
H. Simpson, 67, a member of the 
advertising staff of the Philadel- 
phia Daily News for 13 years, died 
yesterday after a brief illness. He 
formerly was advertising mana- 
ger of Blauner’s and was a mem- 
ber of the research council of the 
Chamber of Commerce of Greater 
Philadelphia. 


BENJAMIN B. ENGLANDER 

New York, March 2—Benjamin 
B. Englander, 77, former v.p. and 
secretary and one of the founders 
of Englander Co., died yesterday 
after a long illness. 


Iroquois Sets Spring Drive 
Iroquois China Co., Syracuse, 
will launch the largest spring ad- 
vertising and promotion campaign 
in the company’s history for its 
Casual china and Interplay fine 
china. Under the theme, “Cook, 
bake and serve in Iroquois china,” 
advertising will run in home fur- 
nishings and bridal magazines, 
spearheaded by b&w bleed pages 
listing 75 retailers tying-in across 
the country. Promotional services 
include complete dealer aid kits 
outlining “live” cooking demon- 
strations. Alfred Auerbach Associ- 
ates. New York, is the agency. 


Miller Brewing Re-Packages 
Ater more than two years of re- 
search and testing, Miller Brewing 
Co., Milwaukee, has introduced a 
complete packaging refinement 
prograin. The new packages, em- 
'bracing both the home packs and 
'master cartons, feature a new 
'“soft cross” symbol, an adaptation 
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This Week in Washington... 


Ad Problem Stumps Commerce Dept._| 


By Stanley E. Cohen 
_ Washington Editor 

WASHINGTON, March 4—What can 
the Commerce Department do for 
business men who have Washing- 
ton problems? Commerce Secre- 
tary Sinclair Weeks wants his de- 
partment to be the business man’s 
“helper” in government. Some- 
times, however, there isn’t very 
much the Commerce Department 
can do. 

Recently, for example, members 
of the chemical and rubber manu- 
facturing industry told Commerce 
Department’s business and defense 
services administration they have| 
heard rumors that some of their. 
advertising might be illegal under 
a strict interpretation of the Rob- 
inson-Patman Act. 

Is it a discrimination, they asked, | 


/man over to a meeting of the busi- 


ment, however, is determined to! 
go into the tin agreement. It claims | 
the agreement will line up) 
“friends” in the tin-producing 
countries. 

The divergent points of view. 
were thrashed out when the Com- 
merce Department invited the 
State Department to send a spokes- 


ness and defense services adminis-_ fs 
tration’s tin committee. Very little | yw 
official information has been re- 
leased about this meeting, but it) 
is generally understood here that. 
Commerce Department is support- | 
ing the industry, and arguing that 
we can’t talk free enterprise at 
home and enter into cartel agree- 
ments abroad. 


some customers who use a product, ments which business men make 
without mentioning others? Could about the value of statisties, the | 
the Department of Commerce get President's Council of Economic | 
some clarification from the Federal; Advisors has been amazed to dis- 
Trade Commission? cover that nowhere in the U. S. is. 

The Commerce Department is there a good index of used car in-| 
still trying to figure out how to ventories in the hands of unfran- | 


for an industrial ad to mention’) In view of the ringing ‘none 


phrase the answer to this one. A’ 
departmental attorney has ex-! 
pressed doubt that the FTC would 
say anything that would be signifi- 
cant to a manufacturer who uses 
this type of ad. “For the most part, 
ads of this kind are okay,” this at- 
torney explains. “On the other| 
hand, some particular ad which 
gives one customer a competitive 
advantage over another might con-| 
ceivably be considered to be il- 
legal. The only way for a company 
to be sure its ads are okay is to 
go down to FTC and get them 
cleared.” 
* * * 


Despite the “growing pains,” 
however, there are an increasing 
number of instances where the 
Commerce Department is speaking 
up vigorously for the business 
man’s point of view. At the mo- 
ment, for example, it is reported 
to be deeply involved in a back-| 
stage debate over the government’s | 
attitude toward an international 
pact fixing prices for tin. 

American tin consumers are) 
strongly opposed to a pact of this 
kind, and the rubber industry fears 
the tin pact would inevitably lead | 
to a similar price-fixing deal for 
natural rubber. The State Depart- 


| 
| 
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FASTER SEEING— 


FASTER SELLING— 


@ Specify sales-building, | 
super-bright DAY-GLO® 
Daylight Fluorescent | 
Colors—the Brightest | 
Colors in the World. | 
They just won’t leta 
buyer’s eye go by! Ask 
us about the 8 wonderful 
ways to use them. | 


SWITZER BROS., INC. 
FIRST NAME IN FLUORESCENT COLORS 
4732 St. Clair Ave. * Cleveland 3,Ohio 
IN CANADA. STANDARD SALES COMPANY . 
4097 Madison Avenue, Montreal 28, Quebec 


_important ingredient in a healthy 


_the best possible figures on auto) 


ventories in the hands of fran-)| 


|ring with members of the auto in- 


\for $16,450,000 repaying with in- 


chised dealers. 

Because of its belief that a healthy | 
auto industry is the single most’ 
U. S. economy, the economic coun- | 
cil is making a special effort to get 


production, sales and inventories. | 
Manufacturers have agreed to give | 
the White House their private fig-| 
ures on production, sales, and in-| 


chised dealers. The big gap, how-| 
ever, is the data on inventories on 
the used car lots. Industry sources 
say this could be anywhere from | 
2,000,000 to 4,000,000 cars—and_ 
that even these figures might be | 
off as much as 50%. 

In an effort to close the gap, the 
Census Bureau has been confer- 


dustry, looking toward the creation 
of a good report on inventories. A) 
“test run” will be made in the near | 
future, but the outcome is in doubt. | 
Industry members fear the publi-| 
cation of the figures would lead to, 
harmful publicity. They point out, 
that figures showing several mil- 
lion idle cars for sale would be 
headline news. Moreover, there’ 
would be no way to determine. 
whether the inventory is high, low. 
or normal, for there are no bench- 
marks which could be used as a. 
point of reference. 


Federal Housing Administrator 


|Guy Hollyday provided a graphic | 
'reminder this week that govern- 


ment can help people—and make 
money at the same time. His re- 
minder was in the form of a check 


terest the final instalment on 
funds which the Treasury Depart- 
ment advanced when the FHA was 
established. Besides repaying the 
capital fund, the FHA also pays 
its own operating expenses from 
the income it receives for insuring | 
some $30 billion of residential and 
household improvement mortgages. 

The FHA system, in which the | 
government stimulates private ac- | 
tivity by underwriting excessive | 
risk, is being applied by the Eisen- 
hower Administration to the 
health insurande problem. Under 
the administration plan, a similar. 


“insurance fund” would be estab- 


lished to “underwrite” private 
health insurance plans in order to 
make it possible for the private | 


preaee to broaden their coverage. 


Sign Maker Changes Name 
Federal Enterprises Inc., Chi- 


For automotive manufacturers selling through dealerships, the 
Parts Manager is an important man to reach. 


How News of the Auto Industry 
Gets Behind the Parts Counters 


... TO THE MEN WHO MANAGE 


The news of the auto industry is es- 
sential to these important men behind 
the parts counters of the nation’s car 
and truck dealerships. How do they 
get it? 


Every Monday morning the Parts Man- 
agers join other key dealership person- 
nel and manufacturing executives when 
they pick up Automotive News, the 
industry's weekly newspaper. Here 
they get up-to-the-minute information 
on current developments, trends, new 
products and methods — information 
they need to make wise buying de- 
cisions. 

Because Automotive News is a weekly, 
parts managers get the latest advertis- 


ing messages and announcements 
quicker — before the monthlies are 
issued. Automotive News carries the 
only weekly classified advertising 
section — also must reading for Parts 
Managers. 


You get behind the counters every 
week — to the parts manager — when 
you travel in Automotive News, the 
newspaper all important automotive 
people read. 


e@ ABC audited circulation: 41,000. 
Readers per issue: over 120,000. 

@ Subscription price: $8.00 per year— 
highest in the industry. 


@Renewal rate: 87.02% (ABC 
audited) — highest in the industry. 


THE WEEKLY NEWSPAPER OF AMERICA'S NO. 1 INDUSTRY 


PENOBSCOT BUILDING 


DETROIT 26, MICHIGAN 


cago, has changed its name to 
Federal Sign & Signal Corp. The 
company manufactures’ outdoor 
electric signs, electric sirens, horns, | 
whistles and warning lights. 


REPRESENTATIVES 


New York—Edward Kruspak, Advertising Manager, 51 E. 42nd St., Murray Hill 7-6871 
_ Chicago—4J. Goldstein, Western Manager, 360 N. Michigon Ave., State 2-627 
Les Angeles—R. H. Deibler, 2506 West Eighth Street, Dunkirk 3-0303 
—- Detroit—Dick Webber, 2666 Penobscot Bildg., Woodward 3-0495 
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HELP WANTED 


THE ADVERTISING MARKET PLACE. 


Rates: $1.00 per line, minimum charge $4.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Deadline Wednesday noon 12 days 
preceding publication date. Display classified takes card rate of $13.50 per 
column inch. Regular card discounts, size and frequency, apply on display. 


HELP WANTED 


POSITIONS WANTED 


ASST. AD MGR. OR ASST. A. E. 
Ambitious yng. man, 27, wishes to join 
_ hardworking team At present asst. ad. 
mgr. large midwest seed firm. 5 yrs. di- 
@wersified farm, consumer, m.o. catalog 
| exper. Creative, production, buying, some 
|sales. B. A. Marvied. Any good offer 
|considered. Box 6214, ADVERTISING 
| AGE 200 E. Illinois St. Chicago }1, Il. 


| Artist, 6 years experience. Prefer TV art 
|or retouching but has good all around 

background. Warner climate for family 
| health. South or \est. Present job small 


Sales Supervisor - Large, 
known lithographer has an opening for a 
top flight sales supervisor in the New 
York City area. Must have thorough 
knowledge and experience sales promo- 
tional material. Sales management ex- 
perience is desirable. Unusual opportun- | 
ity for the right man. Send complete | 


resume of experience, qualifications and Leading N. Y. manufacturer, of display | can make a career. and enough money to 
|lighting & animations for point of sale | keep the wolf from 
display producers, interested in Chica- 
o & Milwaukee representation. All ac- 
| counts in this protected territory will be 
DISPLAY SALESMAN - MFRS. AGENT turned over to man or organization, han- 
Exclusive territories open form two new dling one other line, presently calling | year. Excellent low pressure rep. type 
display items meeting great acceptance, | upon this trade. 


starting salary required to Box 6219, 
ADVERTISING AGE, 801 Second Ave., 
New York 
held in strict confidence. 


nationally ADVERTISI 


Box 6209, ADVERTISING AGE 


801 Second Ave. New York 17, N. Y. 


NG SPACE SALESMAN: Na- 
tional Trade and Business Paper Pub- | VERTISING AGE 200 E. 
lishing Company, with headquarters in | Chicago 11, Il. 

NYC, seeks top-level, mature salesman. | 
If qualified, write, giving full experience, 
background and salary requirements. 


17, N. Y. Replies will be g 


affording exceptional commission earn- | Send all particulars in first letter. 


ings. State experience and background. 
FULLER DISPLAYS, INC. 
5 - 39 48th Ave. Long Island City 1, N. Y. 


BARNARD 


A service for employers and applicants in | 185 N. Wabash 


Box C 324, 175 5th Ave., N. Y. 10 


Excellent proposition. | salesman, mediocr 


FRED J. MASTERSON 
ADVERTISING - PUBLISHING 


| All types of positions for men and women. 
Chicago 


Fr 2-0115 


the fields of advertising and publishing. | PHOTOENGRAVING SALESMAN 


Office and Professional 
176 W. Adams Street 


ADVERTISING MEDIOCRITIES 


for advertising man .with 


CEntral 6-3178 FoR NEW YORK AREA 
Chicago 3, lll. | Oiq established out-of-town firm doing , 
| top quality work seeks able sales repre-— 
Don't apply. This real opportunity only | sentative in New York. Will make at- 
live copy.| tractive offer to right man. All replies 


with administrative ability, experienced | confidential. 


in sales promotion, direct mail, produc- | 
tion, etev, Must be able to head small ad | 


Box 6190, ADVERTISING AGE 


801 Second Ave. New York 17, N. Y 


department and produce selling copy for 


long-established growing company. State 1 ong established manufacturer of Mechan- 
|}ical Window Displays and Sales Demon-_ 
strators in quantities selling to National 
| Advertisers wants a capable sales repre- 
sentative calling on similar large accounts 
Exclusive territory, 


confidentially full experience, previous 
yositions, duties, salary, whether will | 
relocate centrally if necessary. 

- Box 6208, ADVERTISING AGE 

, 200 E. Illinois St. Chicago 11, Ill. 
FIELD CONTACT: Collier’s, having just 
promoted Merchandising men in Detroit | 
and New York City to sales staff, is | 


|in principal cities. 
| commission basis. Send full details. 


REPRESENTATIVE WANTED 


Box 6211, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


looking for right kind of young man to | 
work out of each city - capable of same 
promotion after 2 years of top-flight 
Merchandising. Should be about 28 - with 
at least 3 years of selling experience. Job 


| BANKERS BLDG. 


MOLENE PERSONNEL 


SPECIALISTS IN GOOD JUDGMENT jue L, Sterling, Il. 


ANdover 3-4424 


CHICAGO 11, ILL. 


entails travel 5 weeks out of 8 - a car - 
ability to type reports - imagination, and 
above all, ambition. Good salary. Write 
or phone Robt. Woodruff, Collier’s, Gen- 
eral Motors Bldg., Detroit, or F. J. Max- 
ted, 640 Fifth Avenue, New York City. 
ADVERTISING & PUBLISHING 

FOR ALL TYPES OF POSITIONS | 

GEORGE WILLIAMS - PLACEMENTS 


BUSINESS 


SPACE SALESMAN WANTED 


Box 6193, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Il. 


209 S. State Ha 7-1991 Chicago 


| 
| 
ACCOUNT EXECUTIVE 
With Copy and Production Know-how — 
Growing 4A agency needs man with in- | 
dustrial and general product experience. — 
Some engineering background helpful. 
State age, education, salary range. 
Box 6207, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


WE NEED 
CRISP, SPARKLING LAYOUTS! 
Growing 4A agency in pleasant Carolina | 


MAN WANTED: By a leading Chi- 
cago Agency. Preferably in his thir- 
ties, with agency background, espe- 
cially in soft lines, a creative writer, 
ability to solicit new business, or- 
ganize campaigns and address sales 
meetings. Starting salary in keeping 
with experience. Exceptional future. 
Send detailed background to 
Box 817, ADVERTISING AGE, 

200 E. Illinios St. Chicago 11, Ill. 


city of 100,000 at foothills of Blue Ridge | 


Mountains wants top notch creative, lay- | 
out man with good knowledge of pro- 
duction. If you can produce sparkling 
layouts, handle Art Director duties, and 
want to grow with this progressive agen- 
cy, please write us in detail. Give age, 
experience, present connection, salary 
expected, etc., and why you might prefer 
this area. 

President 

Henderson Advertising Agency, Inc. 

P. O. Box 1700 

Greenville, S. C. 


“Our 43rd Year” 
To Advertising Men with Keen 
Minds But Restless Feet: 


If you are qualified and eager for 
the next onward step, you may be 
well served by submitting your ap- 
plication and abstract to us. Agen- 
cies, nationally, have called upon us 
for competent staff men. 


GLADER CORPORATION 
“The Agency’s Agency” 
Stanley D. Koch, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 Chicago 


WANT 
MERCHANDISE MANAGER 


We are seeking a merchandise manager 
whose talents lie in ‘‘point of sale’’ mer- 
chandising. It would help to have a 
knowledge of development of both prod- 
uct and package. Must have ability to 
create sales stimulus to attract impulse 
buying. Can you prove factually your suc- 
cess story during the past five or ten 
years? Can you prove that you contrib- 
uted substantially to sales increases and 
profits? We want a merchandise manager 
with a high batting average in successful 
merchandising. Starting salary in the 
bracket for top men. Excellent opportuni- 
ty for early increased earnings including 
profit sharing. You must have ambition 
and drive. We will supply plenty of back- 
ing with the right tools and opportunity 
for you to demonstrate your talents. It is 
most important you supply full informa- 
tion covering your success story. We are 
the fourth largest cookie and cracker 
manufacturer in America with over twen- 
ty-five years success. Chicago headquar- 
ters. Distribution in middle western states 
only. Application will be treated strictly 
confidential. 
SCHULZE AND BURCH BISCUIT CO. 
1133 WEST 35TH STREET 
CHICAGO 9, ILLINOIS 
ATTENTION: E. F. CHAMBLESS, PRESIDENT 


TV station art di-ector. Box 6210, AD- 
Illinois St., 


WANTED — AN EMPLOYER 

in agency or publication field who wants 
to increase his assets by hiring an honest, 
straight forward, hard working individ- 
ual, looking for a company with whom he 


the door in the pro- 
cess. 26, veteran, arried, too ambitious 
to finish college. \illing, able and quick 
to learn. Own business 2 years, 3 years 
sales exper. (intangible), adv. space last 


high pressure sales- 

'man. Won't insult your intelligence by 

saying, “Salary secondary to opportun- 
| ity." Will make own opportunities. 
| Box 6220, ADVERTISING AGE 
| 200 E. Illinois St. Chicago 11, Il. 

COPY-CONTACT 

|3 years experience direct mail, newspa- 

per copy. Knowledge layout, production. 

Box 6221, ADVERTISING AGE | 

801 Second Ave. New York 17, N. Y. | 

ADVERTISING MANAGER 

Have growing pains. Want company to) 


phase "ot “advertising ‘and “sales "promo. | perro Mat Sponsors Contest Coke and Hershey 


tion. 6 as ad manager. or Ad and Sales Execs | 
Box 6206, ADVERTISING AGE Perfo Mat & Rubber Co, New Thrones Challenged, 


200 E. Illinois St. Chicago 11], Ill. 
Farm Magazine Representative Avaliable | York maker of Advermats, will 


Successful sales record in Midwest Area Sponsor a quiz and essay contest | ITV i 
| Well known by key accounts and agencies. open only to advertising, sales, Youth Su ey Finds 
Publication or agency connection wanted. Sonae ‘ 
Box 6217, ADVERTISING AGE a —o ey executives. 
200 E. Illinois St. Chicago 11, Il. | lfty prizes wi e awarded in- 
Beginning Artist, 25, Vet. has training, | Cluding an MG sportscar and a 
wants job with agency. Go anywhere, week in Bermuda for two. Details 
salary no object. R. L. Barnett, 511 Aven- ‘of the contest, purpose of which 


‘is to familiarize marketing execu- 


the 8-to-20-year-old bracket. 
| COPY ACE, hard worker, level disposi- ,;,, . . A Gilbert Youth 
tion, 10 years writer or chief both sides tives with Advermats, will be an- th Research ep alton 4 


lof fence, diversified abilities, 30 products nounced through page ads in March | for National Comics Group, based 
| or servicves, all media except TV, hard |and May issues of advertising pub- | on 5,403 interviews, showed that 


TRAFFIC BUILDER—A $2.50 Betty Furness thermometer set will be offered at 88¢ 
this spring by Westinghouse Electric Corp. dealers. Westinghouse will feature the 
offer in magazine and newspaper ads and on “Studio One” (CBS-TV). 


New York, March 3—This may 
come as a surprise to Hershey and 
Coca-Cola, but their slips are 
showing among young people in 


A young man willing to learn will be | sell to institutional, proud of craftsman- };,..4; 
trained by business magazine publisher in | ship, neither speedy nor sloppy and medi- lications. Cayton Inc., New York,|Hershey chocolate, preferred by 


industrial and/or retailing fields. Send 
photograph, resume, for interview. Re- 
plies confidential. 


/ocre, available fot nappy. solid, long- | is the Perfo agency. 38% of the youngsters in 1945, 

erm et. P . Oo pressure rat-race. ° 

is now preferr %. 

| Box, 6219; ADVERTISING AGE Heads McCann in Montreal adie tans aaniee tite Boe 
200 E. Illinois St. Chicago 11, Ill. During the same period, Coca-Cola 
REPRESENTATIVES AVAILABLE J. Lawrence Dampier has re-/has slipped from its favored posi- 

YOUR CLEVELAND SALES REP large turned to Canada as manager of|tion to almost a tie with Pepsi- 

following % eee. savertinene. on the Montreal office of McCann- | Cola ° 

years here. Tripled sales for ographer : “ . : 

in year. Energetic, productive, | plore nage ight pene ane 3 Pre The Gilbert survey also reported 

: , ‘P- | that while brand awareness is gen- 


able. Best references. 

Box 6215, ADVERTISING a | eral a A 2 1954 

. inois St. Chi 33, . . mo acute in 

200 E. Illinois icago ‘TV Age’ Joins BPAC a among 

BUSINESS OPPORTUNITIES | Televisi Ane. Vote ti young people, many product clas- 
Trade Association: publicity and public, +Clevision Age, New York, has sifications have lower brand iden- 
relations executive can handle addition- been accepted as a member of the tification and impact now than in 
al small agricultural account nation-wide. | Business Publications Audit of i 
Good Washington connections. Staffed | Circylation (formerly CCA). the 1945-51 period. 

“Some of the products dropping 


and equipped for prompt, reliable service. 
Box 6216, ADVERTISING AGE . ‘ Peery : 
801 Second Ave. New York 17, N. Y. off in brand identification and im- 
|TIRED OF COMMUTING? Estate offers | pact,” said Eugene Gilbert, “are 
toilet soaps, cameras, mechanical 

pencils and shoes.” Identification 


For Your Copy-Contact Corps 
INCANDESCENT EDITOR 
WANTS OUT OF BURIAL VAULT 
Comma jockey aims to end stay in ar- 
chive & riding herd on clobbered tomes. 
Must vent—smash, pow, wham, sizzle— 
writing urge with a selling surge! Mature 
youngster . . . seasoned on technical 


| weekly newspaper in same family since | 
| 1889. Beautiful section. Profitable. Bar- 
| gain. Terms. Box 6212, ADVERTISING 
| AGE, 801 Second Ave., New York 17, N.Y. | 


FOR SALE: Weekly newspaper in north) 
central Ohio; exceptional industrial and 


cold cereals, fountain pens, among 


| n : ; message .. . adept at colorful flare... 
| agricultural area; grossing 16M with low dent-thdating amniyet .. . Solid on fol- others. 
overhead; no job work. Fine town and | low-thru . . . long on ideas & selling pegs 


. . . Short on directionless bustle .. . 
ground-floor grasp of art & production 

. antifriction personality that can meet 
& work with people. Box 816, Advertising 
Age, 200 E. Illinois St., Chicago 11, Ill. 


good equipment. Write P. W. Thomas, | 
Plymouth, Ohio. 

FORCED SALE. Nationally known mag- 
azine. Sports field. Est. 1908. Large cir- 
culation. Worth $100,000. Everything $7500. 


# The survey also showed movie 
attendance down from 4.7 times a 
month in 1951 to 1.8 times in 1954. 


has increased among soft drinks,’ 


WHEN EXAMINING BIRDS — LOOK AT THE WING SPAN 


Copy-visual idea man (rare bird nowadays!) circling ad field. Par- 
ticipated in top agency TV commercials from copy ideas to produc- 


tion . . . TV packager experience . 


. plus network scar tissue. 


Young (mid 30’s) seasoned and ready to serve agency or client as 
Creative Director or as extra feather in the nest. Flight log on 


request. 


Chicken feed prospects advised not to pester pheasant during mat- 
ing season. Box 815, Advertising Age, 801 Second Ave., New York 


17, N.Y. 


Box 6218, ADVERTISING AGE, 801 Sec- 
ond Ave., New York 17, N. Y 


MISCELLANEOUS 
Newest, space-saving WORKBENCH; 1. 
48"’, w.24’’, h.33’’; compl. equipped, shipped 
FOB knocked down, minutes assembled, 
only $9.95. RIOLEMAD, Palatka, Fla. 
FINE AGRICULTURAL ART 
Write for illustrated brochure 
JOHN ANDREWS 
7265 No. 36 Omaha, Nebraska 
CANADA’S BEST MAILING LIST 
200,000 live names on Elliott stencils 
| Call your list broker - TO - DAY 
| or Tobe’s - Niagara on the Lake, Canada 


ADVERTISING PERSONNEL 


Employer-Employee 
Investigate 
our active confidential service. 


Betty Clem 
EMPLOYMENT COUNSEL, INC. 
| Suite 1009 


| 7 W. Madison © Financic! 6-2100 © Chicago 2, ILL. 


* AllGenerals « x 


* and No Army? 
If you are short on copywriters, salesmen, produc- 
tion men, etc., a quickie ad in Advertising Age's 
“Advertising Market Place” will bring you prompt 
applications from plenty of experienced personnel. 
At $1.00 a line for more than 26,000 circulation. 


it's a real deal. 


COPYWRITER WANTED 

We are looking for a young fellow who 
knows he’s good, but isn’t overbearing 
about it! We feel that he should have as 
little as three or ‘our years experience. 
Frankly, we don't want a man so full of 
other agencies’ me‘hods, so full of for- 
mulas, that he can't think in new terms. 
We don’t want a ‘‘tired’’ copywriter. 

We want to find this man, work with 
him and help him develop to fit a well 
planned team operation that includes 
agency and client personnel. We are not 
in a hurry for this man—we are going to 
choose him carefully and be sure that we 
will be happy with him and he with us. 
If you think you're the man we're looking 
for and would like to know a little more 
about us, d us a line and ask for an 
sae. Tell us a little about your- 


Incidentally, we are well financed and are 
going to be in business a long time. The 
job open will be a top job when you're 
able to fill it. Box 814, ADVERTISING 
AGE, 200 E. Ifllinois St., Chicago 11, TH. 


| 
| 


| 


PRODUCTION 
MANAGER: 


for silk screen plant producing 
metal signs. Must be experienced, 
responsible, capable, middle 
aged. Plant now doing $300,000 
annually; capacity for $1,000,- 
000.00. Unusual opportunity for 
right man. Give full details: age, 
experience, salary expected.Send 
photo (snap shot will do). 

Box 813, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


ADVERTISING — 
SALES DIRECTOR 


Seeks Position With Consumer 
Product Manufacturer 


Advertising agency executive with success- 
ful accomplishments in creative copy, radio 
& TV production, art direction, newspaper, 
magazine and outdoor. . A zealous 
worker, good administrator, top notch 
salesmon. . . . Intimately knows market- 
ing, sales and merchandising on national 
and local basis. . . . Excellent references, 
low five figure solary. . . . Will gladly 
send complete written résumé and/or 
quickly arrange personal meeting. .. . 


or 
Do You Want To Sell 


FABULOUS HOUSTON? 


With Texas Gulf Coast, population and 
industry, it's the fastest growing area in 
U.S. . . . Powerful one man force—capa- 
ble of anything—seeks new association. 
. « « Young, healthy, executive salesman 
with valuable contacts in every field. .. . 
Write L. E. Draper, 8702 Linkposs, Hous- 
ton 25. 


Swimming has increased in popu- 
larity, while baseball, basketball 
and football are off slightly. 

_ One out of ten young people feels 
big business earns 50¢ and more 
/on every $1 taken in, while 70% 
‘think the earning is 11¢ or better. 
| Youngsters’ allowances are on 
'the increase. In 1951, less than 22% 
reported getting over $5 a week; 
today better than 34% get that 
much. 


‘American Home’ Adds Two 


David Herzbrun, formerly copy 
chief for Gasman-Levin Co., has 
been named merchandising mana- 
ger of American Home, New York. 
‘Norman Roberts, previously pro- 
/motion manager of Coronet, has 
been named publicity director. 


Patterson Joins MCA 


Harold A. Patterson, formerly 
with American Magazine, has 
jvined Music Corp. of America as 
Detroit manager of the syndicated 
|film division. 
| 


‘Mexican Accounts to Otto 


Robert Otto & Co., Mexico City, 
has been appointed to direct ad- 
vertising for Ron Bonapak rum, 
and El Vanedo, Mexican manu- 
'facturer of blue jeans. 


O’Hanley Joins Scovill 


Ronald P. O’Hanley Jr., former- 
ly with Benton & Bowles, has 
joined the advertising department 
= Scovill Mfg. Co., Waterbury, 

onn. 
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Advertising Age, March 8, 1954 


Coming | 


Conventions 


| 


*Indicates first listing in this column. | 

March 6-9. Advertising Specialty Na- | 
tional Assn., spring’ specialty show, | 
Palmer House, Chicago. 

March 10-12. American Assn. of Indus- | 
trial Editors, 17th annual convention, Ho- | 
tel Roanoke, Roanoke, Va. } 

March 17-20. Assn. of National Adver- 
tisers, spring meeting, The Homestead, 
Hot Springs, Va. 

March 30-April 1. Point of Purchase 
Advertising Institute, annual meeting, 
Hotel Statler, New York. 

April 4-6. American Public Relations 
Assn., 10th anniversary convention, Shel- 
ton Hotel, New York. 

April 5-8. American Management Assn., 


annual packaging exposition, Atlantic 
City. 
April 12-18. National Advertising Agen- 


cy Network, management 
Boca Raton, Fla. 

April 20-22. American Newspaper Pub- 
lishers Assn., annual meeting, Waldorf- 
Astoria, New York. 

April 22-24. American Assn. of Adver- 


conference, 


tising Agencies, annual meeting, the 
Greenbrier, White Sulphur’ Springs, 
W. Va. 


April 23-25. Fourth District, Advertising 
Federation of America, annual conven- 
tion, Soreno Hotel, St. Petersburg, Fla. 

April 28. Brand Names Day, annual 
convention, Brand Names Foundation, 
Waldorf-Astoria, New York. 

April 29-May 1. Southern California Ad- 
vertising Agencies Assn., Deep Well 
Ranch, Palm Springs. 

May 4-7. Assn. of Canadian Advertisers, 
annual conference, Royal York Hotel, | 
Toronto. 

May 9-12. National Newspaper Promo- 
tion Assn., annual convention, Andrew 
Jackson Hotel, Nashville, Tenn. 

May 14. International Advertising Assn. 
(formerly Export Advertising Assn.), 
sixth annual convention, Hotel Plaza, 
New York. 

May 23-27. National Assn. of Radio and 
Television Broadcasters, annual conven- 
tion, Palmer House, Chicago. 

May 24-25. Inland Daily Press Assn., 
spring meeting, Congress Hotel, Chicago. 

*May 24-26. National Assn. of Trans- 
portation Advertising, 13th annual meet- 
ing, Blackstone Hotel, Chicago. 

May 24-30. National Business Publica- 
tions, annual spring meeting, White Face 
Inn, Lake Placid, N. Y. 

June 2-4. National Sales Executives 
convention and sales equipment fair, Con- 
rad Hilton Hotel, Chicago. 

June 2-6. Associated Business Publica- 
tions, 29th annual spring conference, The 
Homestead, Hot Springs, Va. 

June 6-8. Magazine Publishers Assn., 
35th annual meeting, the Greenbrier, 
White Sulphur Springs, W. Va. 

June 13-16. American Marketing Assn., 


annual conference, Ambassador Hotel, 
Atlantic City. 
June 14-17. National Industrial Ad- 


vertisers Assn., 32nd annual convention, 


Hotel Sheraton-Mt. Royal, Montreal, Can. 
June 16-17. National conference of busi- | 
ness paper editors, Washington, D. C. 
June 20-23. Advertising Federation of | 
America, 50th annual convention, Hotel | 
Statler, Boston. 
June 20-24. Assn. of Newspaper Classi- | 
fied Advertising Managers, annual con- | 
vention, New Orleans. 
*June 23. U. S. Trade Mark Assn., an- 


IMPORTANT ENOUGH TO 
MAKE AN ISSUE OF... . 


The business future is a subject of ma- 
jor importance to all of us, including 
the millions of young people in school. 
That's why we've made it the subject 
of our March 17 issue, with the theme, 
“Faith in the Future.” Would you like 
to see how we interpret industry's expan- 
sion program to high-school students, 
and how some leading corporations 
themselves address our readers? We'll 
be glad to send you a copy of the 
March 17 INDUSTRY issue. Just write to: 


SCHOLASTIC 
MAGAZINES 


33 West 42nd Street, New York 36, New York 
75 East Wacker Drive, Chicago 1, III. 


nual meeting, Hotel Pierre, New York. 

June 27-30. Advertising Assn. of the 
West, 51st annual convention, Hotel Utah, 
Salt Lake City. 

Sept. 18-21. Advertising Specialty Na- 
tional Assn., annual specialty fair, Palmer 
House, Chicago. 

Sept. 26-29. Pacific Coast Council, 
American Assn. of Advertising Agencies 
Hotel Del Coronado, Coronado, Cal. 


Clintonville, Wis., has been elected 
|president of the newly organized 
‘Fox Valley Advertising Club. Other 
‘officers elected are Harry Ryan, 
Quicfrez Inc., Fond du Lac, v.p.; 
/Harold A. Anderson, Geer-Murray 
(Co., Oshkosh, secretary, and Nor- 
man Zanzig, Thilmany Pulp & 
‘Paper Co., Kaukauna, treasurer. 


Sept. 26-30. Financial Public Relations | 


Assn., annual convention, Hotel Statler, 
Washington, D. C. 

Oct. 4-5. Inland Daily Press Assn., an- 
nual meeting, Drake Hotel, Chicago. 


Oct. 9-12. Mail Advertising Service 
Assn., annual convention, Hotel Statler, 
Boston. 

Oct. 13-15. Direct Mail Advertising 


Assn., annual convention, Hotel Statler, 
Boston. 

Oct. 18-19. Agricultural Publishers 
Assn., annual convention, Chicago Athlet- 
ic Club, Chicago. 

Oct. 18-19. Boston Conference on Dis- 
tribution, 26th annual conference, Hotel 
Statler, Boston. 

Oct. 21-22. Audit Bureau of Circula- 


| tions, 40th annual meeting, Drake Hotel, 


Chicago. 

Nov. 7-11. Outdoor Advertising Assn. 
of America, annual convention, Hotel 
Commodore, New York. 


Danley Heads New Adclub 


Arthur J. Danley, ad manager 
of Four Wheel Drive Auto Co., 


Cotton Week Ads to Gain 
Advertising for cotton products 
during National Cotton Week, May 
10-15, is expected to hit a record 
high this year by the National 
Cotton Council. A minimum of 1,- 


ads is expected to be placed by re- 
tailers tying in with the promotion. 
Last year, 995,000 lines of adver- 
tising in 429 dailies in 44 states 
were placed by retailers, the coun- 
cil reports, and 221 pages of ad- 


magazines in May. 


FC&B Moves Radio-TV in L. A. 


The radio and television depart- 
ment of Foote, Cone & Belding in 


quarters in the agency to 6233 
Hollywood Blvd., Hollywood. Gene 
Fox is in charge of the department. 


'Smith Handles PR for KTHE 


Lee M. Smith has been named 
to handle publicity and public re- 
lations for KTHE, new educational 
non-commercial television station 
in Los Angeles operated by the 
Hancock Foundation. Mr. Smith 
has taken an indefinite leave of 


000,000 lines in retail newspaper | 


vertising in eight leading woman’s | 


Los Angeles has moved from its| 


absence from West-Marquis, Los 


57 


Angeles, to handle the new assign- 
‘ment. West-Marquis handles ad- 


vertising for the foundation. : 


Taylor Elected to Board 

Arthur E. Taylor, a v.p. and ac- 
count executive of J. R. Pershall 
Co., Chicago, has been elected to 
the board of directors. 


j 


| eile, § 
THE QUAD CITIES 


| 
| 


3°? IN POPULATION J 


Among the 11 Standard Metropolitan Areas of lowa-lillinois 


57% live on the Illinois Side! 
CBS for the QUAD CITIES 


W HBF :: 


TELCO BUILDING, ROCK ISLAND, ILLINOIS 


Represented by Avery-Knodel, inc. 


0:-Cr» 
i $e. 


CANADA 
Population: 14,781,000 


ITALY 


47,015,000 


UNION OF 
SOUTH AFRICA 
12,912,000 


World SALES opportunity 


Here are the 17 strategic world markets open to 
U.S. businesses, shown in relation to national income. 


NETHERLANDS 


FRANCE 
42,600,000 


% 


INDIA 
367,000,000 


PAKISTAN 


10,377,000 75,842,000 


Are you taking full advantage of them? 


When you market a product 
away from home, will local cus- 
tom make it acceptable or taboo? 


What about buying habits in Belgium 
. . « pricing in India or packaging in 
Brazil? To fit international markets 
into your sales picture, on-the-ground 


knowledge plus world-wide experience 


is needed. 


Staffs of the J. Walter Thompson 
Company’s 29 offices throughout the 
world have both. They can answer such 
questions to our clients’ advantage. 


Working with both U. 


businesses, we help them develop profit- 
able markets for their products and 
services both at home and abroad. 


And in addition, 


S. and local 24 people. 


X 


In each of our international offices, a 
great majority of the staff—243 out of 
the 248 in India, for example—are 
citizens of the country. 


As a result, our clients’ advertising 
speaks the language of the land, the 
idiom of the local market. 


world-wide ex- 
perience is brought to bear. For all the 
offices of the J. Walter Thompson 
Company, domestic and international, 
profit by a cross-fertilization of ideas 
through a continuous exchange of facts 


UNITED KINGDOM 
50,429,000 


SWEDEN 
7,126,000 


BELGIUM 
8,705,000 


SWITZERLAND 
4,884,000 


MEXICO 
28,053,000 


\2 


ARGENTINA 


BRAZIL AUSTRALIA 
55,772,000 


GERMANY (West Zone) 
49,005,000 


JAPAN 


18,056,000 86,700,000 


8,829,000 


Argentina. . 
Australia . . 
Belgium .. 
Brazil .. 
Canada... 
Chile. 6 s+ 
England. . . 
France... 
W. Germany. 


a 
Mexico... 
South Africa . 
Uruguay. 
International 


U. 


Principal international offices of the 
J. Walter Thompson Company 


Rio de Janeiro and Sao Paulo 


India . Bombay, Calcutta and New Delhi 


Johannesburg and Port Elizabeth 


S. offices in: 


. . « + « Buenos Aires 
. Sydney and Melbourne 
. Antwerp 


. Montreal and Toronto 
. Santiago 
London 
Paris 
Frankfurt 


. . . . . . 
. . . . . 
¢'a . . . . 


eras inte «eee 
» « « « « Mexico City 
. « Durban, Cape Town, 


Montevideo 


Division, New York 


New York, Chicago, Detroit, Los Angeles, 
Miami, San Francisco, Washington, D. C. 


If you’re considering expansion of 
markets for your products, we would 
like to discuss it with you. 


J. WALTER THOMPSON COMPANY 
420 Lexington Ave., New York 17, N. Y. 
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“It's a job, and fun” 


You Ought toKnow . 


After 24 years in the agency 
business, Jean Wade Rindlaub says 
she has yet to meet a huckster. 
The incidence of hucksters on Mad- 
ison Ave., 
over-rated. 

“Except for the high ratio of 
brains to brawn, most Madison 
Ave. men are more _ typically 


American than they want to ad-| 
'“the 20th man” on the board. She| 


laughed heartily, all over, with the} 


mit,”’ she says. 

Admen, at least the hundreds 
she knows, are honest, simple, 
hardworking people. And _ she’s 
ready to tilt a tempered lance with | 
anyone who says otherwise. 


One of these is the school teacher | 
who asked her students to “watch | 


out for advertising” and to “write 
to people and make them prove 


“Fatter, older, more stable’ 


those claims they put in the ads.” 
When Jean’s daughter, Anne, got 
that assignment recently, mama 
sat right down and wrote a piece 
called “Take This to Your Teach- 
er” for BBDO’s “Wedge.” A sample 
rebuttal from the Rindlaub pen 
goes like this: 


gs “Step into my car, teacher. Turn 
on the radio. Listen to the adver- 
tising. A home economist is telling 
women how to make a cake. I 
know about that one. I know about 


the sunny kitchens in the flour | 
miller’s factory where that cake} 


was first developed. 
“Tl’ve seen that recipe tested— 
hundreds and hundreds of cakes 


baked to precision standards by | 
graduate home economists until | 


they got the recipe just right. Then 
out to test panels all over the 
country where the cake is baked 
by brides, by grandmothers, by 


good and indifferent cooks, so the| 


recipe can have its home workout. 
I know the work back of the claims 
in that particular advertising. 

“Teacher, it’s a job—a job as 
tough, as honest, as conscientious 
as the one you are doing for my 
children.” 

A bulky woman who last month 
celebrated her 50th birthday, Jean 
heads a copy group at BBDO that 
handles food, fashions and home 
furnishings. She has a copy credo 
that includes “utter simplicity, 
honest believeability, warmth, and 
difference and distinction.” 


s These are attributes that ac- 
quaintances might pin on the wom- 
an herself. 

Simplicity: “Me, I’m Pennsyl- 
vania Dutch.” Honest believe-| 
ability (remembering her youth): 
“I’m fatter, older, and more stable.” 


“1 don’t know any hucksters”’ 


singly, in church groups, buses, 

planes and trains. It’s lots of fun.” 
Distinction: Last week Mrs. 

Rindlaub, who never took a course | 


“_— 


m Pennsylvania Dutch” 


~Jean Wade Rindlaub 


groups, including a Homemakers 
/Council and a Junior Council ex- 
tension, have been added. 

Mrs. Rindlaub was tapped as 


she believes, is vastly in advertising, who is the first and Advertising Woman of the Year 


‘only woman v.p. at BBDO and | in 1951 for her “outstanding abili- 


who in 1951 was Advertising Wom- 

an of the Year, was elected the 

agency’s first woman director. 
She was delighted at becoming | 


be to create effective, memorable 


colleague who rushed in to con-|§ - 
'_gratulate her, disclosing he was| 


‘the winner of a $1 bet on her elec- 
tion. A typed note attached to the 
winnings said: ‘Never underesti- 
mate the power of a woman.” 


s She rejected the idea that hers 
is a career. “This is a job,” she 
said, her eyes crinkling at the 
corners, “and it’s always fun.”’ She 
is intrigued enough by her work to 
look at the mail before she takes 
off her fur-trimmed cloth coat in 
the morning because she “can’t 
wait to find out what’s up.” 

| She attributes her success (the 
|talk is that both Betty Crocker and 
Campbell Soup were attracted to 
the agency by her pitches for 
BBDO) to “borrowing from the ex- 
perience of a lot of good people” 
and to being “a product of BBDO.” 
She is quoted as having said she 
was at a loss to know whether any- 
thing she learned at BBDO helped 
her as a housewife. 

“But I do know that the things 
I’ve learned from the Head-of-the- 
House and John and Anne (her 
children) have most certainly 
helped me to be of more use 
around the office.” 

Doodling long, narrow rectan- 
gles as she talked, and occasionally 
adjusting an amber comb in her 
unruly, gray-streaked hair, Mrs. 


Rindlaub recalled that she first 
went to work as secretary to the 
ad manager of Armstrong Cork. 


“Admen are honest, hardworking” 


Later she was promoted to pro- 
ducing the company house organ 
and also writing copy. 

In 1930 she went to New York, 
where she was married, and joined 
the BBDO copy staff two weeks 
later. She was elevated to v.p. in 
1944. 


= She started the Junior Advisory 
Council of the agency. This is a 
group of 250 “bride-age” girls 
whose opinions are used “as a 
sounding board on various account | 
problems.” The girls, “trained to) 
talk freely and frankly,” 
copywriters contact with a sample 
of their audience. The council 


“I never took an advertising course.” 


advertising ...astute use of facts, 
high standards and integrity.. 
warm understanding of people... 
encouragement and practical as- 
sistance to countless young people 
in the field.” 


® Clients whose copy has felt her 
“effective, memorable” touch in- 
clude General Mills’ Betty Crocker. 
Community Silverplate, DuPont 
Dacron, My-T-Fine, TWA, United 
Food and Carter underwear. She 
is reluctant to name a campaign 
as her outstanding job, but the 
agency thinks perhaps her war- 
born “back home for keeps” series 
for Community Silverplate is the 
best known. 

The campaign “did an excellent 
delayed selling job for a product 
then in short supply which has 
since taken first place in sales” and 
it inspired a popular song and a 
feature in Life. 

Jean grows loquacious about 
copy, because “words are fun.” If 
she could sum up good copy in her 
Gregg-Rindlaub shorthand, the 
scrawls and swirls would read, 
“clean and strong and simple and 
hardworking; pick one strong sim- 
ple thing and stay with it.’ 


Ewell & Thurber Retains 


Most of Wilson Account 

Through an error, in connection 
with the agency billings report, 
AA reported la-t week that Ewell 
& Thurber lost the Wilson & Co. 
and Wilson Sporting Goods ac- 
counts at year end. The sentence 
should have sai that the agency 
lost a portion o! these accounts. 

Actually, Ewell & Thurber re- 
tains the major portion of the Wil- 
son account, in luding the canned 
meats division «nd Ideal dog food, 
which together probably represent 
somewhere nea’ three-quarters of 
the entire account. In addition, 
Ewell & Thurber has also been 
appointed for tne margarine and 
dairy products divisions of the 
meat packer, which have been in- 
active in advertising. 

On the sporting goods account, 


give | 


Ewell & Thurber retains trade and 
fan magazine ac vertising. 


Byer & Bowmen Joins 4 A’s 
Byer & Bowman Advertising, 
Columbus, O., has been elected to 
membership in the American Assn. 
of Advertising Agencies, New 


Warmth: “I like to meet people; turned out so well that other York. 


New York, March 5—This year 
the Browns will play in Baltimore 
as the Orioles and Bobby Thom- 


/son will hit for Milwaukee’s finest, 
but the faces 


in the sponsors’ 
booths at major league baseball 


‘parks will be pretty much the 


same. 

Back at the old stand when the 
season gets under way will be the 
big three in baseball sponsorship, 
Liggett & Myers Tobacco Co., At- 
lantic Refining Co. and Falstaff 
Brewing Co. 

Cunningham & Walsh has set up 
a schedule for Chesterfield cover- 
ing more than 900 games in five 
cities. In one—New York, where 
the tobacco company keeps the 
locals informed on the doings of 
the Giants—Chesterfield will pay 
the full bill for radio-tv coverage. 
All games will be broadcast over 
WMCA and an upstate network of 
10 to 12 stations. Telecasts of home 
games will be carried over WPIX. 


s In other cities in Chesterfield’s 
lineup, the cigaret maker will be 


B |} a co-sponsor. Alternating with Lig- 


gett & Myers in three-inning radio- 
tv accounts of the games of the 
Boston Red Sox will be Atlantic 
(through N. W. Ayer & Son) and 
Narragansett Brewing Co. (an- 


_}other Cunningham & Walsh client). 


WHDH will originate the broad- 


-|casts, which will be fed to a New 


England network of about 40 sta- 
tions. A tv schedule of 77 home 
games will be divided between 
WBZ-TV and WNAC-TV. 

Sponsor credits for the radio and 
video coverage of the games of the 
Philadelphia Phillies and Athletics 
will be shared by Atlantic, Valley 
Forge beer and Chesterfield. Ward 
Wheelock Co. is the agency for 
Valley Forge. 


@ The full schedule of games— 
pre-season as well as regular con- 
tests—will be shared by WIGB 
and WIP. A regional network of 
some 20 stations also is being set 
up. Some 64 games are to be tele- 
vised. Stations to be used have not 
been determined, but the games 
will probably be rotated on all 
of Philadelphia’s three stations, 
WPTZ, WCAU-TV and WFIL-TV, 
as in the past. Tv will cover some 
weekend contests, including Sun- 
day doubleheaders, holiday games 
and league openers, but no night 
events. 

In Chicago, Chesterfield and 
Theodore Hamm Brewing Co. will 
sponsor all home games of the 
Cubs and home-day games of the 
White Sox on WGN-TV. Chester- 
field was a radio co-sponsor for 
the Cubs last year, but dropped 
out of that lineup for ’54. 


#® On the radio side, the Chicago 


Cubs games will be broadcast ov-| 


er WIND and the White Sox games 
over WCFL. 

Sponsors for both clubs are Gen- 
eral Finance Corp. (Gordon Best 
Co.), Sinclair Oil Co. (Morey, 
Humm & Johnstone), Coca-Cola 
Co. (D’Arcy Advertising Co.) and 
General Cigar Corp. for White 
Owl cigars (Young & Rubicam). 

These sponsors will alternate in 
pairs on alternate days and on al- 
ternate stations, so that while Gen- 
eral Finance and Sinclair sponsor 
the Cubs over WIND, the other two 
will be handling the White Sox 
games on the other station. The 
following day, this will be switched 
around. 

All of these baseball schedules 
are more or less subject to change. 
The sponsors may decide to re- 
vise their regional radio networks. 
In virtually every case there is 
constant dickering on tv plans, 
with most club owners flirting 


with the idea of permitting some 
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ia Teams Look Different but Lineup 
of Baseball Sponsors Is Familiar 


television coverage of away games 
to keep interest at a peak while 
the team is on the road. 


= Liggett & Myers, with a region- 
al beer company and Ford dealers 
(J. Walter Thompson Co.), will 
present the home games of the 
Hollywood Stars and Los Angeles 
Angels over KHJ-TV, Los Angeles. 
The latter Pacific Coast League 
team puts the question of televi- 
sion’s effect on the gate receipts to 
a real test by playing all home 
games at night. 

Atlantic’s baseball plans also in- 
clude coverage of the Pittsburgh 
Pirates again this year. Details of 
this have not been worked out as 
yet, however, since Atlantic is still 
looking for co-sponsors. Cool to 
television in the past, the Pirates 
will permit the televising of about 
33 away games this year. WENS 
will carry the games. WWSW is 
expected to broadcast the games as 
usual to a 20-odd station regional 
hookup. 


# Rounding out Atlantic’s baseball 
card will be the co-sponsorship of 
broadcasts of all New York Yankee 
games to a 30-station regional net- 
work. The other sponsor for this 
venture is P. Ballantine & Sons. 
Ballantine will televise the home 


| games of the Yankees over WPIX, 


and broadcast all the games over 
WINS with White Owl cigars par- 
ticipating as sponsor of the third 
and seventh inning of each game. 
J. Walter Thompson Co. is the 
agency for Ballantine, and Young 
& Rubicam handles White Owl 
cigars. 

F. & M. Schaefer Brewing Co. 
and American Tobacco Co. (Lucky 
Strike) will return as co-backers 
of the broadcasts (WMGM) and 
telecasts (WOR-TV) of the Brook- 
lyn Dodgers. 


= In St. Louis, the sponsorship 
situation is simplified by the fact 
that Anheuser-Busch, brewer of 
Budweiser veer, also owns the lo- 
cal club, the Cardinals. 

The brewer picks up the tab. on 
all telecasts over WTVI. These 
will be telecasts of the away- 
from-home games only. The at- 
home games will not be telecast. 
Radio coverage over KXOK_. in- 
cludes both the away-from-home 
and at-home games. 

Last year, when Anheuser- 
Busch purchased the ball club, it 
found itself in the paradoxical sit- 
uation of not being able to spon- 
sor its own club, because Griese- 
dieck Bros. Brewery Co. had 
signed the contract to sponsor the 
radio broadcasts before the club 
was sold (AA, March 2, ’53). 

D’Arcy Advertising Co. is the 
Anheuser-Busch agency. 

Falstaff Brewing Corp. begins 
its Mutual “game of the day” sea- 
son March 29 with exhibition con- 
tests. The network coverage will 
be outside major league territory. 
Falstaff sponsors one-half of the 
“game of the day” three days a 
week, alternating between Mon- 
day, Wednesday and Friday and 
Tuesday. Thursday and Saturday. 
The beer maker also alternates be- 
tween the first half and the second 
half of the games carried. Dancer- 
Fitzgerald-Sample is the agency. 


# Mutual is looking for another 
national sponsor to carry half of 
the daily baseball broadcast three 
days a week. Chesterfield was in- 
terested in this sports schedule, but 
Camel, which has carried a five- 
minute summary following the 
Mutual broadcasts for four years, 
refused to relinquish its option to 
make room for a competitor. And 
since the two cigarets could not be 
advertised on adjacencies, the 
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‘Brewing Co., Baltimore, will spon- 


Chesterfield deal fell through. 

The half of the network’s “game 
of the day” not offered to na- 
tional advertisers is sold on a co- 
op basis by the stations locally. | 
The Pittsburgh Pirates and_ the 
St. Louis Cardinals do not permit. 
their games to be used in this net-_ 
work series. 

Falstaff also will repeat last) 
year’s television “game of the 
week” on ABC-TV starting March 
13. The network expects to clear 
at least 120 stations for these Sat- 
urday big league contests despite 
the restrictions on coverage which 
forbid the airing of a game in 
any city where it will compete 
with a minor league or a major 
league game being played that day. 


# Another beer maker, National 


sor 26 home and 30 away games 
of the Baltimore Orioles on video, 
with WMAR-TV and WAAM split- 
ting the schedule. National Brew- 
ing will cover all the team’s con- 
tests by radio over WCBM, with a 
feed to a regional network of 15 
to 20 Maryland and Pennsylvania 
stations. National wants a co-spon- 
sor for radio, but none has been 
lined up as yet. 

WMAR-TV and WAAM also will 
share 30 games of the Washington 
Senators. National beer will pres- 
ent these in Baltimore on the 
nights when the Orioles are not 
playing at home. The beer manu- 
facturer covers the Senators’ 
schedule on radio via WWDC, 
Washington, and a regional hook- 
up of about 35 stations in Virginia, 
West Virginia, North Carolina and 
maybe South Carolina. Here, too, 
National would like a co-sponsor 
for radio. Kenyon & Eckhardt 
handles this account. | 


# Radio coverage for the Detroit 
Tigers over WJBK and television 
coverage over WJR-TV are being 
co-sponsored by Goebel Brewing 
Co. (Brooke, Smith, French & Dor- 
rance) and Speedway Petroleum 
Co. for its Speedway 79 gasoline 
(W. B. Doner Co.). 

The telecasts will include 35 
home games and seven road games. 

Brewing Corp. of America for 
its Carling’s Red Cap ale and its 
Carling’s Black Label beer is spon- 
soring the telecasts of the Cleve- 
land Indians over WXEL. Benton 
& Bowles handles the ale adver- 
tising and Lang, Fisher & Stas- 
hower the beer account. The radio 
broadcasts are being handled by | 
Standard Brewing Co. and local 
Chevrolet dealers over WERE. | 


— 
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Men’‘s Store Chain 


Lures Shoppers with 


‘How-to-Dress School 


Cuicaco, March 4—“The well- 
dressed man,” long a promotional 


| theme by clothing stores, is being | 


'given an original twist by Benson | 


& Rixon Co., operator of a ms 


store local clothing chain. 
Benson & Rixon started its new | 


venture last night when the fifth | 


floor of its downtown store was 
converted into a classroom, where 


12 business men turned out to take | 


a free course in the art of dressing 
properly. 

Page Thompson, head of custo- 
mer relations for the firm, hit 
upon the “dress school” idea when 
he realized that most men buy in- 
dividual articles of clothing and 
ignore the fact that all apparel 
must blend into a “total wardrobe 
plan.” Mr. Thompson teaches the 
one-hour course by appointment. 


w The classes are promoted sole- 


J. D. HERSHEY has been promoted to di- 
rector of sales promotion and advertising | 


chanical sales division and has been with 
the company for 24 years. R. L. Wetzel, 
who has been in charge of both adver- 
tising and public relations, will now de- 
vote full time to an expanded public re- 


‘ly with a WBBM newscast, heard | 
Monday through Friday at 5:15) 


of Dayton Rubber Co., Dayton. He has 
been sales promotion manager of the me-. 


lations program as public relations director. | 


|p.m. The pitch is aimed especially ,it is successful, we hope other 


at sales executives and _ their!/stores will start similar classes.” 
salesmen. 


a. €. Woodward, Benson & Rix- Fogel & Kramer Opens 
on advertising director, explained Howard H. Fogel, formerly pro- 
that the newscast reaches business quction manager of Vanguard Ad- 
executives as they drive home |vertising, and Ira Kramer, pre- 
from work, and added that “these | viously an artist of Palm, Fechtel- 
executives are the men who will;er & Ca, have opened their own 
send their employes to get tips on | agency, Fogel & Kramer, with of- 
how to dress better.” | fices at 132 Nassau St., New York 
Mr. Woodward told AA the pro- 38. 
motion should have a long range | 
effect in getting alumni to shop at Feinberg & Glass Adds 2 : 
Benson & Rixon—‘“the store which | Feinberg & Glass, Philadelphia, 
taught them how to dress.” has been appointed to direct ad- 
“Actually,” Mr. Woodward said |vertising for J. Milton Hagy Co., 


“ ’|Philadelphia industrial waste 

the promotion should help all re- products processor, and Camden 
‘tail clothing stores in Chicago by | ‘Iron Works, Camden, structural 
creating an interest in clothes. If, steel fabricator. 


ADVERTISERS e AGENCIES e CLIENTS BAR RRASA Be eee eS. 
ANDO RATES 


EMPLOYERS 
REINSURANCE 


are all exposed daily to claims for LIBEL, 
SLANDER, Invasion of Privacy, Viola- 
tion of copyright. 

INSURE THIS HAZARD! 
Our unique policy is adequate and CORPORATION 
amazingly inexpensive. Experience Insurance Exchange 
proves — it’s smart to be protected. Kansas City. Mo, 


Taking the wheel of Hudson Motor Car Co.'s “Italia,” N. K. VanDerzee, V.P. in Charge of Sales, explains: 


How a new Hudson avoids traffic problems! 


“Here is the new Italia—a look into the future and the latest 
member of the Hudson family which includes the Hornet, the 


Wasp, and the Jet,”’ says 


N. K. VanDetzee. 


“But new design naturally creates new traffic. problems—in 
the factory. It’s a big job to prevent parts shortages from stall- 
ing assembly lines. Air Express is a tremendous help. 

“As our Traffic Department puts it: One phone call, and it’s 
a load off our minds. Air Express delivers in a matter of hours. 
This dependable speed gives us the safety margin we need to 
keep production rolling. We handle about 2,500 Ibs. a month 
by Air Express. Naturally, we're thinking about speed. But 


___ & Air Express 


our records show that most of our Air Express shipments also 
cost less than they would by any other air service! 

“Add to this the country-wide coverage and Air Express’ 
ability to pinpoint shipments in transit, and you have some 
idea of why our Traffic Department turns to Air Express for 
our most urgent traffic. 

“We in Sales are proud of our reputation for on-time 
deliveries of new cars. In large part, we owe that reputation to 
our Traffic Departinent—and Air Express.” 

It pays to express yourself clearly. Say Air Express! Division 
of Railway Express Agency. 


—y— 


GETS THERE FIRST via US. Scheduled Airlines 
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‘DO You Use? 


Ue 
, we're not talking about inches and 


feet, we're talking about the standard you 
use in buying photoengravings. Just what 
do you look for? 


SIZE? Pontiac has over 40,000 square 
feet and over 200 people devoted exclu- 
sively to servicing the adver- 
lising profession. Modern 
Progressive Management? 
We've played a considerable 
part in developing many of 
the newest plate making tech- 
niques in use today; in fact 
over 3,500 visitors in the 
Graphic Arts Industry have 
toured our plant in the past 4 years. 


EQUIPMENT? Just imagine a plant with 
over 20 proofing presses ranging from two 
—4 color Vandercooks on down. Plus the 
largest installation of electric etching ma- 

chines and strip film 
cameras in the U.S. 
SERVICE? We've had 40 
/ years’ experience in serving 
the advertising profession 
A « with not one, but six unified 
services! 
and the hundreds of cus- 
tomers who have done busi- 
ness with us from our first day is the best 
testimonial to the quality of our work. 

No matter where you are or what you 
buy you owe it to yourself to inquire into 
Pontiac’s wonderful service. Drop a card or 
write and let us tell you more. 


UALITY? Our growth 


PHOTOGRAPHY 
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CAKE MIX CARAVAN—To the tune of ‘‘If 


truckloads 


_promotion in the area. The merchandise, 


carrying 500,000 packages of 
/Duncan Hines cake mixes invaded Minneapolis and St. Paul 
\last month, heralding the company’s five-county couponing 


tuKt WS! 


| Knew You Were 
miles by local police. 


Park Foods, 


headed for retail brokerage firm. 


—— 


— 


— 


stores handling coupon redemptions, was escorted some 18 


The motorcade was conceived by Nebraska 


Consolidated Mills, Omaha producer under license by Hines 
Ithaca, 


N. Y., and Lacey-Walker, Minneapolis 


Critics Swing at 
British Soap Ads 
as Price Boosters 


Lonpon, March 2—Britain’s ad- 
vertising industry, habitually on 
|the defensive, has weathered an- 
‘other heavy onslaught. 
| But it lost another, more impor- 


,tant, battle when the government | 


|decided to leave purchase taxes 
|at current rates. 

| This means that many types of 
/goods will continue to be priced 
out of the reach of many consum- 
ers, Ad plans for refrigerators, cos- 
metics, phonograph records and 
/many other items will remain in 
storage. 


= Advertising was 
high prices by Socialist critics 
last month when Sir Richard Ac- 
land (Labor) came to the House 
_of Commons armed with boxes of 
detergents and soap powders. Wav- 
ing a box of Tide, he introduced a 
'bill providing for reduction in the 
‘prices of detergents and soap. 

| Asserting that soap and deter- | 
gent advertising in Britain is run- 
“ning at the rate of more than $7,- 
000,000 a year, he charged that 
promotions result in higher prices 
,to consumers. 

| Detergents now retail here for 
|\27¢ and 14¢. Sir Richard’s bill 


\of 22¢ and 12¢. 

\@ A few days later advertising 
was the target of further attacks 
in Parliament. W. M. F. Vane 
(Conservative) suggested that the 
‘government raise extra revenue 
by putting a tax on all poster ad- 
| vertising. 
| Christopher Mayhew (Labor) 
asked if the government is aware 
ithat “too much money is being 
| spent on advertising in this coun- 
|try” and that “this situation will 
get worse if commercial tv comes 
| here.” 

| Reginald Maulding, 

secretary to the Treasury, replied, 

“I am well aware that statements 

of that kind are made but that no 

evidence is furnished to support 
them.” 


|@ Thomas Hedley & Co., Procter 
& Gamble subsidiary in Britain, 
|issued the following statement in 
/reply to the Socialist attacks: “The 
development and broad-scale in- 
| troduction of synthetic detergents 
like Dreft, Tide and Duz to the 
British market since 1949 has 
made a major contribution to the 
standard of living. 


'in the prices of soaps. These prod- 


economic| Washington. 


“The competition of these syn- 
thetics has resulted in reductions 


ucts can only be made economical- 
ly on a large scale. Very heavy 
capital investment is required, and 
/heavy introductory expenditure on 
‘advertising and sales promotion is 
essential to bring them rapidly to 
‘the attention of consumers and so 
establish a high demand. 


'tising expenditure is not an ele- 
/ment in the price. It is essential 
foregoing of profit for the manu- 
_facturer to establish his brands.” 

| Anti-advertising sallies, of 
|course, are not new to Britain. 
They are a regular part of the 
jscene. This time they followed 
|only a few days after a House of 
Commons debate in which adver- 


blamed for tising was praised for making a_ 


positive contribution to the nation- 
'al economy. 


| 

Powell Adds Seven Accounts) 
Seven manufacturers have’ 
named Raymond Powell Advertis- | 
ing Agency, Memphis, to handle 
their advertising. They are Lo-Lift 
Pump Co., Welsh, La., maker of 
‘irrigation and drainage pumps; 
| V-Drive Engineering & Equipment 
\Co., Welsh manufacturer of 
sheaves, belts and oilers; South- 


“The heavy introductory adver- | 


|west Well Screen Co., Jonesboro, 
\La., maker of well screens and well 
|points; Holliday Well Co., Jones- 
| boro developer of municipal and 


would establish maximum prices |industrial well water; Memphis | 


‘Concrete Silo C>., Memphis manu- 


facturer of silos. farm storage and | 


Tice bins; Ace }ump Corp., Mem- 
|phis maker of corrosive and abra- 
‘sive handling pimps and domestic 
|water systems, ind W. C. Pitts & 
‘Son, Memphis producer of grain 
‘dryers and con: eyors. 


Lourie to Tou: Latin America 

| Donald B. Lc urie, whose resig- 
|nation as Under Secretary of State 
\is effective Mach 5, will make a 
|tour of Quaker Oats Co. facilities 
‘in South America before return- 
jing to Chicage Mr. Lourie was 
president of th» company before 
‘taking the tenporary post in 
Fis position with 
| Quaker Oats wl be decided at a 
|meeting of the board of directors 


‘March 10. Present president of. 


Quaker Oats is H. Earle Muzzy. 

Names Vignoile & Powell 
Eddie Edmunds, manufacturer 

of automotive -ustom equipment, 


public relations and advertising. 


KATL, New Orleans, Sold 

William H. Talbot has sold 
KATL, New Orleans, to Jules J. 
Paglin and Stanley W. Ray Jr. 
for $157,367. Call letters will be 
changed to KYOK. 


‘has appointed Vignolle & Powell, | 
|'Los Angeles, to handle publicity, 


Ashland Oil Plans Push 
Ashland Oil & Refining Co., Ash- 
land, Ky., and its affilates, are 
launching an extensive ad cam- 
paign for its new premium-grade 
gasoline, containing ICA (Ignition 
Control Additive). Three separate 
newspaper, radio and tv drives will 
support the program, as well as 
outdoor, direct mail and point of 
sale displays in an area from west- 
‘ern New York State to St. Louis, 
and from Michigan to Nashville, 
‘Tenn. Byer & Bowman, Columbus, 
|prepared the advertising for Ash- 
land Oil; L. W. Roush Co., Louis- 
ville, handled the Aetna Oil Co. 
account, and Comstock & Co., Buf- 
falo, handled the Frontier Oil Re- 
'fining Co. account. All three agen- 
‘cies collaborated in creating dis- 
‘play and point of sale material. 


‘Western Appoints Black 
| Kenneth E. Black has joined | 
the staff of Western Advertising | 
| Agency, Los Angeles, as art direc- | 
'tor. He was previously art director | 
for General Controls, Glendale. 


Mrs. Erskine to M&F 

Mrs. Ernest Erskine, formerly 
with Boston agencies, has joined 
Meldrum & Fewsmith, Cleveland, 
to write copy for Glidden’s Dur- 
kee famous foods. 
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Worthington Buys Mueller 
The net assets, name and good 


| will of the L. J. Mueller Furnace 


Co., Milwaukee, have been ac- 
quired by Worthington Corp., New 
York, in exchange for Worthing- 
ton common stock. The merger will 
unite the former’s Climatrol home 


™'WACR, Columbus, 


| one of thousands 


heating products with Worthing- 
ton’s air conditioning line. 


Watts Manages L. A. Adclub 


Norman E. Watts, sales and ad- 


m\vertising manager for Workman 


|Service, Los Angeles, has been 
“orned managing director of the 
Advertising Club of Los Angeles. 
|He succeeds Frank Crane, now 
| managing director of the Southern 
‘California Broadcasters Assn. 


Keystone Adds Six Affiliates 

Keystone Broadcasting System 
has added six affiliates, bringing 
the total to 700. They are KSLV, 
Monte Vista, Colo.; WORX (am), 
Madison, Ind.; WOAP, Owosso, 
Mich.; KDUZ, Hutchinson, Minn.; 
Miss., and 
| WMBC, Macon, Miss. 


Names Van, Wood & Fischer 

Yonder Hill Avocado Co., La 
Habra, Cal., has appointed Van, 
Wood & Fischer, New York, to 
handle advertising. A $50,000 ap- 
propriation has been made for a 
mail order campaign in magazines 
and newspapers. 


(ADVERTISEMENT) 
Joseph K. Salomon 
Elected President 
of Royal Metal 


Joseph kK. Salomon has been elected 
president of Royal Metal Manufactur- 
ing Company of 
Chicago. The 
Company, a lead- 
ing producer of 
metal furniture 
for offices, facto- 
ries and_ institu- 
tions, has plants 
in the U. S. and 
Canada. It is a 
major user of 
steel, upholstery 
materials, trans- 
portation — facili- 
ties and = many 
other products 
and services. 


Royal Metal is 


of large-volume buyers who can be 
reached so quickly and economically 
by The Wall Street Journal. The new 
president, Mr. Salomon, reads The 
| Journal regularly, as do other Royal 
Metal executives. This is a daily habit 
they have in common with men every- 
where who keep getting ahead in busi- 
‘ness. What an advertising medium! 


The PRESS-GAZETTE, a 
great newspaper —a great 
buy. Why? Total acceptance 
by people of the com- 
munity! 100% City 

Zone circulation cuts Ce 


costs, assures results, 
because “It only takes 


one in Green Bay”! 


| 


METER LL 


Phil McClosky, 
Mgr., 
General Advertising 


it only takes one 


Y,, GREEN BAY 
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Coftee Firm Roasts Instant Makers’ Economy 


Claims—in Ads for Its 


St. Paut, March 4—An earlier 
prediction that economy claims by 
instant coffee makers were des- 
tined to be laid under fire by the 
hard-pressed regular coffee roast- 
ers (AA, Feb. 8) was borne out 
last week in an institutional ad by 
Nash Coffee Co. 

Nash began what is expected to 
be a series on “the truth about the 
real cost of instant coffee vs. reg- 
ular” with educational-type pages 
in St. Paul and Minneapolis pa- 
pers. 

The word, it pointed out, was 
coming “from a company that 
sells both!” The attack was on 
“phony economy claims.” 


a “Some companies are trying to 
tell you that you ‘save money’ by 
using instant coffee,” warned the 
ad prepared by Campbell-Mithun, 
Minneapolis. “Don’t let that talk 
fool you,” it urged. 

Beyond this, a check of the 
smaller-type copy showed that the 
instant-regular battle lines are 
still far from clearly drawn. Nash, 
it turned out, was not question- 
ing the instant makers’ arguments 
as far as “ordinary” regular coffee 
was concerned—the kind that 
“makes only 40 cups to the pound.” 

“They [the instant makers] say 
that you get 56 cups from a 4- 
ounce jar of instant coffee...” the 
Nash ad continued. “But with 
Nash’s regular coffee—you get 60 
cups per pound. You get more cups 
...than from any instant coffee— 
and for less money per cup... .” 


@ The ad did, however, go on to 
sound what may be a keynote for 
the harassed producers of both 
kinds of coffee. “The big reason 
for buying instant coffee is con- 
venience,” it said. “That’s why 
many families use both regular and 
instant coffee in their home... .” 

To this the ad appended a plug 
for the importance of buying an 
instant coffee like Nash’s “that 
tastes like genuine coffee.” In fact, 
Nash finished its attack on the in- 
stant makers with a special cou- 
pon offer on its own instant prod- 
uct—a device now standard in the 
instant field. 


Own Instant Coffee 


“We attack the phony claims; 
we don’t attack the coffee,’’ Lee A. 
Terrill, Campbell-Mithun v.p., told 
AA. 


gw Told that some other regular 
coffee roasters are planning to 
pitch their equal-value claims on 
a 40-cup pound of regular coffee, 
Mr. Terrill dismissed the figure as 
unrealistic. “I know the Pan- 
American Coffee Bureau recom- 
mends 40 cups per pound. But the 
national average is 60,” he said. 

“The Nash claim of 60 cups is a 
true statement because that’s the 
way people make it,” the Camp- 
bell-Mithun executive added. 

Mr. Terrill also said that his 
agency and Nash are preparing 
now for more ads along the same 
line, and that the plan is to extend 
the campaign beyond the Twin 
cities area. 


HOTEL COFFEE COSTS 
6.6¢, SURVEY SHOWS 


New York, March 3—Total cost 
of materials in a cup of coffee is 
3.847¢. Labor costs and other fixed 
charges bring the average cost to 
6.6¢ 

That’s what the National Assn. 
of Hotel Accountants says. The 
figure is based on a study made 
by the group and published in its 
February bulletin. 

The way it figures out? Well, 
the coffee itself, estimating 50 cups 
per pound at 95¢, is 1.9¢; two and 


comes to 0.008¢; sugar, at 10¢ per 
pound, adds 0.156¢; an ounce of 
cream at $2.50.a gallon (assuming 
20% drink coffee black) adds an- 
other 1.6¢; a 5% loss for shrinkage 
and waste, estimated at 0.183¢, 
brings the total cost of materials 
in a cup of coffee to 3.847¢. 


the hotel accountants point out. 
But labor costs vary for making 
and serving the beverage, for 
|washing dishes, utensils, etc. So, 
‘allowing an additional 2.753¢ for 
labor and other fixed charges 
makes the total production cost 
of an average hotel cup of coffee 
6.6¢. 


Too Much Promotion or Too Little? 
Publishers Argue It Out at ABP Conference 


NEw York, March 3—There’s too 
much promotion in promotion, 
Associated Business Publications 
members complained last week. 

At a jam-packed clinic on pro- 
motion and research, strong com- 
plaints were heard from the 500- 
man audience during the discus- 
sion period. A leading complaint 
was that the Publishers’ Sales 


Presentation outline form recom-. 


mended by the National Industrial 
Advertisers Assn. was showing 
signs of becoming a promotional 
vehicle for publishers. 

One suggestion was made that 
NIAA itself should gather material 
from the individual publishers and 
have it printed in a standardized 
factual form. 

Except for this surprise reaction 
from the floor, answers to the pro- 
motion problem ran pretty much 
true to form, with the call being 
for “more promotion.” J. K. Las- 
ser, head of J. K. Lasser & Co., for 
example, argued that publishers 
need more promotion, and added 
that they should raise their rates 
so they can afford it. 


@ The complaining followed short 
talks by Cuyler Stevens, v.p. of 
Cunningham & Walsh, New York, 
James J. McMahon, president of 
the New York agency bearing his 
name, and Douglas Williamson, ad- 
vertising manager, American Hard 
Rubber Co., all of whom agreed 
that promotional material should 
be made more factual. 


Thomas M. Curtin, sales repre- 
sentative for Architectural Forum, 
had earlier told the ABP audience 
that “we’re killing ourselves with 
surveys,” and recommended that 
publishers get together and adopt 
some recognized survey standard 
which all could use and quote. 

The afternoon session was de- 
voted to a showing of ABP’s new 
film strip “Tomorrow Is a Big 
Market” (AA, Feb. 8), and to a 
,discussion of how to “realize our 
opportunities in the bigger days 
i'that can lie ahead.” 


/@ Participants in the forum were 
Robert F. Boger; publisher, Con- 
struction Methods and Equipment 
and Engineering News-Record; 
Robert U. Brown, president end 


‘editor, Editor & Publisher; Robert | 


|G. Lewis, director of circulation, 
Simmons-Boardman Publishing 
/Co.; and Robert F. Marshall, gen- 
/eral manager, Architectural Rec- 
ord. Thomas B. Haire, president, 
Haire Publishing Co., and chair- 
‘man, ABP board of directors, 
served as moderator. 

During the lunch session, a pre- 
view of a new policy to be an- 
nounced April 1 by the Federal 
Trade Commission was revealed 
by its chairman, Edward F. How- 
rey. Under the new plan, now 
being drawn up, the FTC will at- 
tempt to establish a body of regu- 
latory law in the anti-trust field 
by citing facts and issuing opinions 


‘in all cases, even those dismissed. | 


a half gallons of heated water | 


These costs are fairly common, | 
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40 OR 60?—Nash Coffee Co. (see story) 

finds its regular coffee more economical 

than the instants by figuring 60 cups per 

lb. But in this ad—part of a newspapér 

series by Pan American Coffee Bureau— 

the 2'¢ figure is arrived at on the basis 
of the classic 40 per lb. 


January Was ‘Worst 
New Car Month in 
20 Years’: Hoffman 


WASHINGTON, March 5—Paul G. 
Hoffman, president of Studebaker 
Corp., said today the lack of bal- 
ance between manufacturing fa- 
cilities and merchandising effort 
is the single most dangerous factor 
in today’s economy. 

Reporting that January was “the 
worst month” in 20 years in new 
car registrations, he said there is 
/no lack of money in the hands of 
|consumers, but that people are 
postponing the purchase of auto- 
mobiles and other durables. The 
question is not “can people buy 
but will they buy.” 

His analysis of the current busi- 
ness situation was offered as evi- 
dence of the importance of a cam- 
|paign on the future of the Amer- 
ican economy now being organized 
‘by the Advertising Council. This 
campaign, pointing out the rapid 
growth of America in recent years 
does not try to “smile our way out 
of trouble,’’ Mr. Hoffman said. “It 
merely points to the opportunity 
for continued prosperity.” He said 
faith in the future is vital in an 
economy where 50% of the pur- 
chases in a normal yeay are post- 
ponable. 


® Enlarging on the need to re- 
build merchandising facilities of 
the durables industries, he said the 
marketing situation in the auto- 
mobile industry became “chaotic” 
last fall when the industry pro- 
duced 600,000 more cars than it 
was able to sell. He noted that pas- 
senger cars are currently selling 
at a rate of only 3,500,000 a year. 
although a Collier’s survey indi- 
cated desire for 5,600,000 cars in 
1954. 

Mr. Hoffman said that Stude- 
baker is in the process of rebuild- 
ing its merchandising organization 
and he expressed confidence that 
the sales picture will improve so 
that Studebaker employment, re- 
cently down 5,000 from normal. 
will begin to increase by the end 
of next month. 

He said he expects to submit to 
the directors tomorrow a plan for 
a $330,000 advertising campaign 
“which isn’t justified by sales 
prospects but is largely a gamble 
to give our people the psychologi- 
cal benefit.” 


that its production in South Bend 
is shutting down for a week.) 
He said the tax revision bill 


|great help in restoring business. 
| “Studebaker should spend an extra 
| $5,000,000 this year to build its 
|merchandising organization,” he 
|explained, “and I think the direc- 
tors might do it if Congress passes 
a tax bill with a two-year carry- 
| back provision to give us protec- 
tion against some of the loss.” 


type ads in 523 newspapers in 306 


j\ year, except in July and August. 


(Studebaker announced today) 


pending in Congress could be a| 


'N. Y. Stock Exchange 
Will Confine Its ‘54 
Drive to Newspapers 


New YorkK, March 4—The New 
York Stock Exchange will launch 
its 1954 advertising program 
‘March 9 with “inquiring reporter” 


cities. 
The schedule calls for one ad 
every second week all through the 


The campaign theme is “Own your 
share of American business.” In 
one-minute interviews, share 
owners will answer questions 
about their experiences with and 
opinions of stocks, and copy treat- 
ment will be in the manner of 
“inquiring reporter” columns car- 
ried in many newspapers. : 

Tuesday has been chosen as the 
day the ads will run, on the theory 
that newspaper circulation is high 
then and advertising lighter than 
later in the week when papers are 
crowded with food and chain- 
store ads. 


@ The exchange’s '54 advertising 
will be confined to newspapers 
only. Last year it used six news- 
paper ads and three spreads in 
Life. This year’s ads will be small- 
er in size than a year ago but 
frequency of insertion has been 
greatly increased. 

“Our whole advertising pro- 
gram this year,” a spokesman for 
the exchange told AA, “will be 
devoted to improving the public’s 
appreciation of common stocks 
and the character and function of 
the exchange and its members.” 

Batten, Barton, Durstine & Os- 
born is the agency. 


Y&R’s Larmon Takes 
Government Post: 
Jackson to Resign 


WASHINGTON, March 4—Presi- 
dent Eisenhower today appointed 
Sigurd Larmon, president of 
Young & Rubicam, to the public 
advisory committee of the U. S. 
Information Agency. The appoint- 
ment must be confirmed by the 
Senate. 

At the same time he announced 
that C. D. Jackson is resigning 
from the White House staff effec- 
tive April 1 to return to Time Inc. 

In an exchange of letters with 
the President, Mr. Jackson re- 
ported that “considerable progress” 
had been made during the past 
year in instilling a new philosophy 
among the government agencies 
that conduct “psychological war- 
fare” that “there is no such thing 
as psychological warfare” apart 
from the policies and acts of gov- 
ernment. 

He expressed confidence that the 
U. S. Information Agency, under 
Theodore Streibert, will become 
“an effective and respected” agen- 
cy of government. 

The President wrote that he was 
familiar with the fact that Mr. 
Jackson would have to return to 
his company. 

“However, your letter making 
this knowledge of record and so 
placing it officially before me is 
something of a shock as I have to 
face up to the real difficulties that 
will be occasioned by your de- 
parture.” 


WBKB Auditions New 
All-Negro Musical 
“After Hours with Daddy-O,” 
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Nobody's Holding 
Back Color TV, 
Folsom Replies 


Curicaco, March 4—“The history 
of our industry has shown that we 
have never held back good prod- 
ucts and sound values from the 
consumer.” 

With this firm but gentle re- 
proof Frank M. Folsom, president 
of Radio Corp. of America, re- 
plied to a challenge hurled at the 
television industry by AA’s Eye 
& Ear columnist two weeks ago 
(AA, Feb. 22). In his “open letter’ 
to tv setmakers, the adman-colum- 
nist had accused the setmakers of 
“holding back” color tv production, 
and set them a quota of 1,000,000 
color sets for 1954. 

In last week’s issue, AA pub- 
lished replies from executives of 
five different setmaking firms. 
All were strongly critical of the 
Eye & Ear pundit, with the follow- 
ing comment being typical: “To 
me the article is a shining exam- 
ple of an essay on Paris by one 
who has never been there...” 


w The sixth reply—from Mr. Fol- 
som—was considerably milder in 
tone than most of the earlier 
ones—but was still a long way 
from an endorsement. In the first 
place, he assured the E&E man 
that “we have as much enthusiasm 
for color receivers as your article 
indicates’”—and went on to ampli- 
fy it with an impressive picture of 
b&w sets becoming the second, 
third and fourth sets in American 
homes. 

On the other hand, the RCA 
chief devoted most of his letter to 
explaining why the call for 1,000,- 
000 sets in 1954 is premature. 


s Mr. Folsom’s letter said: 

“Let me assure you that we have 

as much enthusiasm for color re- 
ceivers as your article indicates, 
and every effort is being expended 
to get production started in quan- 
tities as rapidly as possible. To 
tool-up and _ produce _ 1,000,000 
color sets the first year after ap- 
proval has been granted for such 
a set of standards, requires not 
only much time, but millions of 
dollars in investments. 
“With a commodity as highly 
technical as a television receiver, 
which of necessity requires a 
picture tube, one must, from an 
engineering standpoint, sign off on 
a given size to start production. 
Once the 15-inch tube is in pro- 
duction, the knowledge gained 
from the 15-inch production can 
immediately be applied to making 
larger picture tubes... 


s “Let me assure you that we 
know of no other industry which 
reached a larger Status as quickly 
as black and white television, and 
I’ll predict that the progress in 
color television will be just as 
rapid, if not more so. 

“The history of our industry has 
shown that we have never held 
back good products and sound 
values from the consumer, and, 
generally, the quality has been 
outstanding for products as highly 
technical as radio and television. 
As soon as the industry irons out 
all of the initial techniques re- 
quired in mass production, you 
may rest assured you will see mass 
production develop in color tv. 


an all-Negro musical show, will | 
be auditioned live for Chicago ad-'| 
vertising agency executives Mon- | 
day, March 15, by WBKB, Chica- 
go ABC outlet, in the Civic Theater 
television studio. 

_ The show is built around Daddy- 
O Daylie, disc jockey, Red Saun- 
ders’ band, Lurlene Hunter, Ernie 
Harper, and guest appearances of 
leading Negro entertainers. 


“IT am confident the industry 
will sell in the neighborhood of 
6,000,000 black and white sets this 
year. I think black and white re- 
ceivers will continue for a long 
time to be the second, third, and 
fourth tv receivers in the American 


homes, just as the table model 


radio can now be found in the 
| kitchens, bathrooms, and bedrooms 
‘of our homes.” 
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On the International Scene... 


European TV Network Scheduled to 
Start Transmission in Early June 


By Milton Moskowitz 

Lonpon, March 2—Plans for a 
European television network are 
now being worked out here. 

If technical difficulties can be 
overcome, the network will begin 
functioning in early June with an 
exchange of programs among eight 
countries—Belgium, Britain, Den- 


mark, France, Germany, Italy, the | 


Netherlands and Switzerland. 


Tentative plans call for direct 


transmission of 17 or 18 programs 
between June 6 and July 4. Each 


program will run 90 minutes. Nine 
or ten programs will be telecasts of 


the finals of the European soccer 
championships in Switzerland. 
There will also be a special pro- 
gram from the Vatican. 


= If the experiment proves suc- 
cessful, network tv will become a 
permanent feature of the Europe- 
an scene. The idea has been sup- 


infernational organizations as an 
cellent means of promoting un- 
derstanding between nations. 
The chief obstacle—now being 


“at last- 
we. § 


fen fully by governments and_| 


h 
I've found it” 


There is a way to sell to the 3% million 
consumers in the U.S. Armed Forces 
AND to keep them as your customers 
when they become civilians. Contact 
our nearest representative and find 
out how you can do business in this 8 
billion dollar market, the simple, direct 
way. 


These young buyers return to civilian 
life “ambassadors” of your product 
when your brand has been established 
through their own Service outlets. 


Army Times, Navy Times, Air Force 
Times, great Service weeklies, and 
Air Force Daily, new European Edition, 
are the surest media for advertisers in 
this specialized market. 


@ WIDEST SERVICE COVERAGE 
@ LOWEST COST PER 1000 READERS 


@ PUBLISHED IN 12 WEEKLY EDI- 
TIONS AT HOME AND OVERSEAS 


@ LOW COMBINATION RATES FOR 
ALL 4 GREAT SERVICE PAPERS 


N 
NEW! tuRoPeA 
AIR FORCE DAILY 


London 5 doy weekly. — 
Force Exchange System obroad. 


P ublished from 
porollels Air 


GET “HOW TO SELL” DETAILS, SAMPLE COPIES, 
RATES AND MARKET DATA AT NEAREST OFFICE 


The Network of Service Newspapers 


f. 


) ARMY TIMES ( 
AIR FORCE TIMES 
NAVY TIMES 


(All members: Audit Bureav of Circulations) 


AIR FORCE DAILY) 


HOME OFFICE: 
3132 M St, N.W. WASHINGTON 7, D.C. 
Branch Offices in NEW YORK + LOS ANGELES 
PHILADELPHIA SAN FRANCISCO- CHICAGO 
LONDON + PARIS « ROME + FRANKFURT + TOKYO 


discussed in London by electronics 
engineers—is the technical one of 
different transmission systems. The 
French tv system works on a 
broadcast standard of 819 lines to 
the image; British tv works on 405 
lines. The other European coun- 
tries are on the 625-line standard 
established by the International 
Radio Consultative Committee. | 
(Belgium, with its bi-lingual popu- | 
lation, had a hard time trying to) 
satisfy everyone and finally came 
‘up with a system which uses both 
the 625 lines of neighboring Hol- 
land and the 819 lines of neigh- 
boring France.) 

Engineers have developed a con- 
verter which makes it possible to 
send telecasts of one definition to 
countries on a different definition. 
This converter was used in 1952 
when a series of programs was 
transmitted from France to Brit- 
ain. It was used again last year to 
relay the Coronation ceremonies 
from London to France and to the 
Netherlands and Germany via Bel- 
gium. 


s But this time the problem is 
more complicated. The projected 
network will involve more coun- 
tries and the transmission of pro- 
grams will be a two-way affair. 
National tv systems will have to 
send and receive. 

Each country is expected to erect 
radio transmitters—or “link” sta- 
tions—to boost the tv picture and 
sound signal. Engineers believe it 
will be necessary to have these 
“links” at 50-mile intervals. 

Britain, for example, plans to 
have two “link” points between 
London and the Dover coast. Anda 
third British station may be set up 
in the north of France to pick up 
the signal. 


® Because of their geographical 
positions, Belgium and Switzer- 
land will be key countries in the 
network. In the North, Belgium 
links up Britain, France, Germany 
and the Netherlands. 

Switzerland, bordering on four 
countries, is the logical center of a 
European network. The Swiss have 
already set up relay points which 
/can hook up Italy, Germany and 
France. The main transmitter is 
‘atop the famous Jungfrau Moun- 
tain in the Swiss Alps. 
| Television is just beginning to 
| get up steam in Europe. Italy, Bel- 
|gium, Holland, Norway, Denmark 
/and Switzerland have launched 
‘regular service in the past six 
‘months. Aside from Britain, where 
\there are now nearly 3,000,000 sets 
‘in use, tv manufacturers have been 
|plodding along at a_ torturously 
islow pace. A good example is 
France, where tv service began in 
/1950. Productive capacity of the 
French tv industry is estimated at 
300,000 to 400,000 sets a year. But 

there are only 60,000 receivers in 
/use in the country. 

| Sets sell for such high prices 
‘that only the wealthy can afford 
‘them. In Italy and France the 
|smallest receiver retails for about 
| $230—quite a big bite out of a 
|worker’s annual income. It is for 
‘this reason that communal viewing 
has become very popular in France. 
In the villages outside Paris, more 
|than 100 teleclubs have been es- 
|tablished. The villagers band to- 
gether and get one set for the com- 
munity. 


he The chances of American manu- 
facturers breaking into the Euro- 


CMAESER BEUINT COMEANY, RE. 4789 © ONTHOSE KVERDE, CHCAGE Of, LEMONS 


TESTIMONIAL—Alva W. Phelps, president of 
Oliver Corp., Chicago, testifies to the use- 
fulness of a Copyflex in this ad for Charles 
Bruning Co., Chicago manufacturer of the 
office machine. The ad, through H. W. 
Kastor & Sons Advertising Co., is running 
in Business Week, Newsweek, Time ard U. S. 
News & World Report. 


ment and the first sets sold in the 
country were U.S. models (selling 
for $350-$400). Italian firms are 
now making sets using Radio Corp. 
of America tubes. American pro- 
gram producers have also found 
Italy a good market. Radio Audi- 
zioni Italia has purchased some 390 
tv programs from the U.S., in- 
cluding a “Wild Bill Hickok” se- 
ries, Gene Autry productions 
(bought from CBS-TV) and the 
“Files of Jeffrey Jones.” 

But most European nations can 
be counted on to protect their home 
industries. One of the reasons for 
France’s adoption of the 819-line 
standard was to shelter French tv 
makers from foreign competition. 


® Prospects for television expan- 
sion seem best in prosperous West 
Germany. There are now more 
than 15 types of tv receivers mar- 
keted in West Germany. Daily 
broadcast service began in 1950 
over a network which includes 
Berlin, Hamburg, Hanover, Lang- 
enberg and Cologne. 

As for television advertising, no 
European country has it—but near- 
ly all seem to be considering the 
possibility as a means of raising 
the huge sums needed for expan- 
sion. The British Parliament has 
gone as tar as to approve a gov- 
ernment plan for commercial tv. 
Similar plans are now being 
hatched in France, Italy and Ger- 
many. The British example may 
provide the stimulus. 


Names Stromberger, LaVene 
McCulloch Motors Corp., Los 
Angeles, has named Stromberger, 
LaVene, McKenzie, Los Angeles, 
to handle its advertising for power 
saws, as well as for products of 
Rhodes Lewis Co., a_ subsidiary 
which manufactures aircraft ac- 
cessories. Appointment of the new 
agency, which had previously been 
responsible for advertising of Mc- 
Culloch automotive products only, 
is effective April 1. Stromberger, 
LaVene, McKenzie is now prepar- 
ing and placing all current adver- 
tising of McCulloch. The company 
has a budget in excess of $500,000. 
used principally in consumer and | 
trade printed media. 


GF Buys ‘Pinky Lee’ Slot 

“The Pinky Lee Show,” broad- | 
cast Monday through Friday on | 
NBC-TV, has acquired General | 
Foods Inc., New York, as its first | 
participating sponsor. General 
Foods will promote Jell-O puddings 
on Tuesday, Wednesday and Fri- 
day. The program calls for 15 
participating spots each week, at 
the rate of three per day. Young & 
Rubicam is the agency for General 
Foods. 


Ponderosa to Rider & Keister 


pean market do not appear to be tco 
bright, although a few have been 
| selling well in Switzerland and 
Italy. The Italian tv plant was set 


up entirely with American equip-! 


Rider & Keister, New York, has 
been named to handle public rela- 
tions for Ponderosa Pine Wood- 
work, Chicago, an association of 
lumber producers and manufac- 


turers of wood products. 
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British Auto Exports to U. S. Nosedived 
in ‘53: Sales to Canada Showed Increase 


Lonpon, March 2—British auto- 
mobile sales to the U.S. took a 
sharp nosedive in 1953. 

The Society of Motor Manufac- 
turers & Traders reports that sales 
to the U.S. fell from the 1952 peak 
of 31,328 cars to 25,534—a decline 
of 18%%. This means a dollar loss 
of $4,560,405. 

But this dollar loss was more 
than recouped by increased sales 
to Canada. British car exports to 
Canada last year rose from 21,332 
to 28,810. 


s Canada thus replaces the U.S. 
as the second leading export mar- 
ket for British cars. Australia con- 
tinues to be the top buyer, pur- 
chasing 60,595 British cars in 1953. 

Britain exported 302,223 cars in 
1953, compared with 309,832 the 


previous year. Despite this loss of, 


overseas markets, the British au- 


tomobile industry hit an alltime, 
production high in 1953, turning. 


out 594,808 cars. In 1952, only 448,- 
000 cars were produced. 
This record output means more 


cars for the home market. For the. 


first time since prewar days, auto- 
mobile firms have been trying to 


sell to the British public. Before, | 


they just took orders and put 
names on waiting lists. 


sw Some 275,000 new cars were 
registered in Britain during 1953— 
a record total. And nearly 10% of 
these cars were bought on instal- 
ment plans—another record for 
Britain. Biggest sellers are the new 
“baby” cars introduced over the 
past few years. Heading the list is 


the $1,000 Popular launched by, 


Ford Motor Co. last October (AA, 
Nov. 9). Since then, some 17,000 
|Populars have been sold. Ford is 
‘turning out 1,750 a week to keep 
up with demand. 

Today, Britain has 2,800,000 cars 
‘on the roads, slightly more than 
half of these being prewar makes. 
This leaves what appears to be a 
big potential market. Actually, it’s 
quite limited. Manufacturers can 
not do any big selling without (1) 
an increase in consumers’ pur- 
chasing power and (2) elimination 
of the government’s 50% pur- 
chase tax on the wholesale price 
of a car. 

But Britain still gives priority to 
the export market, and these days 
Germany is looming as a fierce 
competitor. The German automo- 
bile industry also reached a record 
output in 1953, producing 359,000 
passenger cars—an increase of 
19%. The Volkswagen works ac- 
count for nearly half of German 
production and this sturdy little 
“people’s car’ has become the 
leading seller in Switzerland, Bel- 
gium, Holland, Sweden and Den- 
mark. 


a The No. 2 German car firm is 
Opel, a General Motors subsidiary. 
Opel accounts for 23% of West 
Germany’s automobile output. 
The other big European car pro- 
'ducer is France, and there the in- 
dustry suffered a setback in 1953. 
Production of passenger cars de- 
clined slightly from 369,000 to 
365,600. The nationalized Renault 
firm makes one-third of France’s 
cars and up to last year the “baby” 
Renault was the leading make on 


handle your production 


from A to Izzard 


« Creative Composition 
and Layout 


+ Monotype 

+ Linotype 

+ Foundry Type 

+ Expert Hand Setting 

+ Electros 

* Tru-Tone® Plastic Plates 
+ Newspaper Mat Service 

+ Tru-Tone® Etch Proofs 


* Transparencies for 
Offset and Gravure 


We’ll take over 
your ulcers... 


and you take 


the orchids! 


Send for the amazing ‘‘new dimension” B&C type sizer. . . 
designed for production men, it cuts copy-fitting time in half! 


BERTSCH & COOPER, Inc. 


FREE 


547 SOUTH CLARK STREET, CHICAGO 5, ILL. 


Name ial 


Firm Name_____ 


BO a eee 


City 


State 


ee 


SEE A SE POE et EY I, RE IME m4 


* 


Leet ip ahi 5 RD xe F PITA,” GEE ite hk, Ae Z Yas fe. VMS it tor ete: oe eae oe See .-— all - ee ee el ee oe ae oe ‘Py 7 ae Wy .7 — me i r+ = ._s 
eGR a by rae ers tee te ky, RD a a is a SPA Yer eRe. Oe ike = T6. & in He? a < J tes eae Ala: we WT 4 Ae Bah a Sill Ai Te oe ee oe ers Se ee » “J Me ee ee : et. o* » | tear Pi aaa 7; 4 —- oe - .- Nua ~ 
Se Be ar a BS) se rn “3 See ‘ AS eM wes St ORS pt Re ce 2 Ce He ia We tue EMS Roe eee ee” ae ee eae tet ia Bie COS REE Me eT Ne a ye eye a Sh fas ‘ ee y RN tate hye Cees Be 2 4 ith ae Vy ret 4 bet ens ck i ape at hh ng eevee wirgall 
Tpeiee nae ; edie Bs oc Ta Aeray vat or ae oe ui ries A he Peta Gi ae pee EO Fito ai EM Ae Qa r, OPS Ley! he eee 7041 aa ae yt. ete ie a oh : A “cls, 5 em eae F is . : 
Bit at TR ae pega igs en ae he Ayitets oe gh ee ye pened at a iE Nana: ane AY BS ONIN ae bat Mh ph ae NUR Bae ee SN ee ah ain rh oe aly Chis Reed Uri ia a eta es. Sho RY Rae aS eter ik Sse De em Cpe te 
ipichea ME aT ae, ee es ae eee ae SG ne ate, f real iee he aaah mea 4 ey ae hase ys PRE i oie Pan capt oe Says nee oe : ge = es Se ae an =. pau goes ees ee ee rap Roce aes Spee 
: * ney: +i a) Pana Hes! 5 paid, Sa Pee: eee ah ee ened pee. ca ee Serato eat Rt oe 3 ee pea it me %" i Te i ese a Oe eh eG. Taga ff ee ee 4 “ . ag ee ee Sigs" (A ct oes Seema fal Gita Pee Rig 
ae ae rues 3s ‘ ee e CHOIR abhed Paes Gee eat Carts ie gah’ aa sth ale sf Rihe feia we hers OO eh agin rr We pts GaN 8 Ae SIE, phe one Behe some see: aes Sake, Fee Ph eee W alee Libary Oh nes 
Rr a bia ne Pe ene ae Sa Ra 2 Daa, © eb ghee tue | 1 pete Rea ee Deore 3 f , Les sag) Totes RO pile tee pero: ; cae Re EP ee pets ne et ci ted alias PE ay ay aa ts 
a aes , oa oa 104 wae ee Les ab ee edie os a : Nene ks * Nog Mee aon Gent pepe Re 8 carmen 2 Tiers Lana A {a asia tase 1 Sie Me bag Rae pe ey OER g Si SNRs Sob Taals ese TS ond <a eee 0 le 
F es CO, ® rf Z , ye . ee io q Hs *. . , / ee f $ 2 k Se ie eg : ; mt a Dee Se ck ee kee Ce ete = ae ed Lee packs a sh " f 
eae 2 : x Z . ’ age bee * 
ae Bo pce =e 
on ee 
yes Roc ' 
rt an 
Bie Dats 
os gas 
Eire ae 
SD Pome a0 Arnie by | 
Alva W. Phelps - 
* y, teem f & Bye : 
Fs Th: Offers Corpemivess a 
ip ee 
(eid ee : _ ~< tet ke te Pane he 
- i‘ " 4 S § Korein “ee apeoge : « - 
ae > pee a } a 
. a “. me Siw Ince ype owe Wise aS 
; e : "Ties Siang b te ginrndl = 
od r ir. Te 8 Ragone ote Boome s : 
> : aed feet et ek heer 8 | 3 
7 ra wren wee sobs powrde 
ae adie Matt tame mariner 
| “ bx : 4 Abie oenpeares  Sniing i 
“A BS a lai sigdine oo Mir tec eap.agrincst j : 
en . sae Piecing; Satta Mere | 
id 4 Seinen Soars AneOng | 
ae 7 fiecnecees | . 
oe % " “ eo 
a Rainn ntbsney ttied Son | 
5 Sy ee 3 sssbd nese be aeethn | 
e ‘ “" ee oh ae ee tent Cadence ence ont be : 
Bs: £ seraen eos A cage 
Z Pe es seston, exch Depresention 
° Ps 2 ainda ee Se Saeed | : 
. Ga © Pocet “eyreen yeh - msec od Secs Bisiig, Sls | 
pg tpt aa : 
* Die Chives Conneetion, Hieem pexax grr orem meee aecitceeoven 
feashene, fess aeabernased che tearing wf Po ro ree wh ee Prtipe tee eundiaors 5 | 
ott od Mexwing Confer  Coprtion epee ne the new Peery on | ? 
exwhere mented of myorteg payer Rork 6 xt tore pachonatiae a Re somes? sec b W iatne 
te gece peace dhrmede af rede red ORS Tee ~ ees > aad 
cmece: Bh oinee thee ecosmbey ace Foam: On mnt he meld 2 bbe Gein’ Siow 
Reetionn cal wooceteuediping: sweat te ch orct woe? oodianes saan Bees dege Pare x | 
ccarenpeatins Sas % Oe Banting ys OER Henan te Beth an yrvdnet appeesense 
Bc anny Rrnatitinen sce pines capone seas wires ox pd moyions eden eae woot . . j 
of cemed are Neperes, Brontng U oper we 20% er Sagem eere? 
Ream and awsece arses. N gagtiee Go 8 5 etewcherey 1 ae Snmdiece soot } 
ak ghaad nessrgreoer the ocepiet tee » phe toe oe Daelnae © SORRUNRRN 
ee Seen 
ee — yr gem ae 
fe (@RUNING " — 
ee kd | a ‘ . 
See (U) 
i a ; 
ree i 
% Ne | i - es 
a a $ } 
vitae ag 
mesay : 
Lites a ra i 
Pas 
sei eee | 
aie ' 
ue : 
eta 
ae: : 
way 
fe Pig Se 
Af . 4 
Pee F 
= 
. 
Noel : zs 
— 3 Po 
Se" 
Ma is : j 
; 
ie | Po : 
B EE | : E 
: Bee 
: i 
| z } 
ae } 3 | 
Savini 
ee ae f y 
wo © 
ae -: 
ft 
: ae 
e a 
i « ! 
Wii: Au a : 
heat 0 (\ 
i N 4 cineca eeepc : 
Sa de . —, : 7 
cena | (Ce : 
ia Se ‘ 
pales A: — 2 Se 
| 7 a | , I, a 
4 teas Bi ‘J 
<4 en a : 
rs ie 
nics 
A eee 
ee ay 
j a 
‘ | Let Bertsch & Cooper 
ex ie 
te Fes * i 
Sere : oe i * 
eee : ae ee 
Py - id 
ee 
ress | 
ot Nes 
pats sie 
ie 
eyes ; | 
he oe 
Ra moe y ! 
eee ° Oe C 
aad ? 
me ie Soi ’ 
neg . “a 
ae 
‘ : 
i 
Mesh ote i 
phe <a |! i 
4 “ x ir 
pies: 
ee ee 
Fe hae 
; $e) se a : 
: és Po . 
pe 
ee. 2 
= cf Po 
ye ie 
¥e oes _ 
oe 
Sap ae ] 
ee — le ( 
ae jit YPOGRAPHY 1 
vie a 
Bea ek. t ae A: 
pe pS (Speen SELLS > h 
% t ee 
E. 
PMERCHANLISE ; ‘ I 
4 \ a 
: bs ee ) 
ee ad ain “ ee aera scr creer eae er ‘ 
. Zz . I 
: pd & 
: 
es | ee a I 
i od a t 
be ees 
a2? : —— : a _ 
: ee | | tee cere ah ak 
EE Oe ae - 
ee ah ee ee | a _-Zone__W___ 
“ | 
2 if ti . az : , ‘ - ¢ . ee ie 
8 a o Tee oa 2 7 . tees 9 ony Jee Teas . = ee te) ‘ de re, * : * al . ar, * . z as “ $ ae 
a) gil - he. ae ky A eas ge < oR in en tae . ; xs Ppp ~ ‘ h : a ae, - : Pee tee ; £ cae : ‘ cae e 


Fe GE I OE NS REIN 


Advertising Age, March 8, 1954 


the Continent. In 1953, however, 
output of the Renaults declined 
6%, dipping below the 100,000 
mark. It has now been displaced 
by the Volkswagen. Citroen. 
France’s second biggest producer 
managed to increase its output, 


largely because of the tremendous| - 


popularity of its new “biscuit tin 
on wheels.” This austerity model 
out-babies all the other babies. It 
sells for about $1,000 and now has 
a buyers’ waiting list of two-and- 
a-half years. 

Whatever the ranking of the 
various firms, one point is clear: 
the European automobile industry 
has grown spectacularly in the 
postwar years. The following table 
gives some idea of this expansion: 
European Automobile Production* 

1937-1953 
(In Thousands) 
1953 1952 1951 1937 


Britain ....... 595 448 476 330 
France ..... 365 369 314 180 
Germany ... 359 296 268 269 
ae 135 113 119 61 


*Passenger cars only. 


Broadcasters Weigh 
Future of Canadian 


Giveaway Programs 


TORONTO, March 2—The jingle 
of silver dollars and the rustle of 
greenbacks may be silenced for- 
ever on Canadian airwaves as op- 
position to the “something-for- 
nothing” giveaway programs 
mounts steadily. 

The most concrete move to abol- 
ish the giveaway shows—which 
still haven’t reached the extremes 
of some U. S. programs, where a 
woman once won an abandoned 
Flying Fortress—was opposition 
registered here following an Ot- 
tawa announcement by A. D. Dun- 
ton, CBC board of governors chair- 
man, that a meeting to discuss the 
fate of these shows will be held 
next month. 

It was made clear by both Mr. 
Dunton and T. J. Allard, exec. v.p. 
of the Canadian Assn. of Radio 
and Television Broadcasters, that 
nothing will be done to eliminate 
the shows without agreement by 
parties concerned. The meeting 
will be attended by private broad- 
casters. 


@® Such programs as “Share the 
Wealth” and “Treasure Trail” have 
held a large national following. 
R. W. McGall, Toronto program 
director for the CBC, feels that so 
long as a large number of listeners 
were satisfied, then it was only the 
democratic thing to provide such 
shows. 

“Actually, it’s a matter for the 
government to decide whether or 
not they are lotteries and contrary 
to the criminal code,” Mr. McGall 
said. “I imagine that is what will 
be discussed at Ottawa. We don’t 
know too much about it here.” 

One Toronto station, CHUM, has 
eliminated giveaway shows and its 
new policy calls for all-music 
programs. Toronto’s largest sta- 
tion, CKEY, still broadcasts the 
programs, but owner Jack Kent 
Cooke doesn’t approve of them. 


s “It would be the best thing that 
ever happened to Canadian radio if 
they were done away with,” said 
Mr. Cooke. “They certainly don’t | 
have any entertainment value.” | 

Popular sportscaster Foster) 
Hewitt, president of CKFH, viewed | 
Mr. Dunton’s announcement as a, 
“trial balloon” to sound out radio | 
broadcasters on their views on) 
giveaway shows. 

As for the shows themselves, Mr. 
Hewitt feels they are a “necessary 
evil....a lot of advertisers like 
that type of program.” 


Names Advertising Sales 


Advertising Sales Associates, 
Detroit, has been named to repre- 
sent Science & Mechanics in Ohio | 
and Michigan. 


OTTO BREMERS JR., formerly sales promo- 

tion manager of KMOX, St. Louis, has been 

named advertising-sales promotion man- 

ager of Ritepoint Co., St. Louis maker of 

pens, pencils and visible fuel cigaret 
lighters. 


WerBell Appoints Little V. P. 

William D. Little has been 
named v.p. and treasurer of 
Mitchell WerBell Advertising, At- 
ianta. He was formerly secretary- 
treasurer of the Marietta Federal 
Savings & Loan Assn. 


'  KPTV Adds One, Shifts Three 


Roger Gross, formerly a partner 
of Gross & Strauss Advertising, 
has joined the sales service depart- 
ment of KPTV, Portland, Ore. 


‘| John Ettelson, national sales serv- 


ice department manager, has been 
put in charge of a consolidated 
national-local sales service depart- 


‘ment at KPTV. Janet Webster, 
| who has been in charge of public- 


ity, has been named to special pro- 
motions and viewer services, and 
Lois Hennessey, who has been 
doing special editorial writing, now 


'|has charge of publicity under D. 


Donald Lonie, publicity-promotion 
director. 


Lowen Joins Preiss & Brown 


Irwin T. Lowen, formerly an 
account executive of Deutsch & 
Shea, has been named creative di- 
rector of Preiss & Brown, New 
York. 


Broyles Names Creese A. E. 


Vernon E. Creese, formerly as- 
sistant to the industrial advertising 
manager of Gates Rubber Co., has 
been named an account executive 
of Galen E. Broyles Co., Denver. | 


Two Accounts to Sherres 
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warehouse distributor of alumi- 


Marvin Sherres Inc., New York, "UM products, and for Avio Sup- 
has been named to handle adver- Ply Corp., distributor of aircraft 


tising for Production 


Metals, parts, both of Brooklyn. 


THE OHIO ADVERTISING DISPLAY CO. 


CINCINNATI, 


Mr. Advertiser 
EVERYWHERE 
USA 


OHIO 


More than ever you will have to keep your 
brand name uppermost in the buying public's mind. 
More than ever, you will need most outstanding 


POINT OF SALE SIGNS & DISPLAYERS 


More than ever no advertising program will 
be. complete without these most vital materials. 
Whether you buy from us or any other good point of 
sale sign concern, Point of Sale Signs and Display- 
ers for you and your dealers' success 


mem is A Must | 


Ohio Advertising Display Company serves leading 
manufacturers of brand name products from coast to 
coast. Representatives in principal cities. 


Loox To QADCO First FOR NEW POINT OF SALE IDEAS 
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LET’S FACE IT. . . the threat of war and 
the atom bomb has become a real part 
of our life—and will be with us for 
years. Fires, tornadoes and other dis- 
asters, too, may strike without warning. 


The very lives of your employees 
are at stake. Yours is a grave responsi- 
bility. Consider what may happen. 


When the emergency comes, every- 
body’s going to need help at the same 
time. It may be hours before outside 
aid reaches you. The best chance of 
survival for your workers—and the 
fastest way to get back into production 
—is to know what to do and be ready 
to do it. To be unprepared is to gamble 
with human lives. Disaster may hap- 
pen TOMORROW. Insist that these 
simple precautions are taken TODAY: 


[_] Call your local Civil Defense Direc- 
tor. He’ll help you set up a plan for 
your offices and plant—a plan that’s 
safer, because it’s entirely integrated 


o the Employee Relations Director 


of every American company 


with community Civil Defense action. 


[ ] Check contents and locations of 
first-aid kits. Be sure they’re ade- 
quate and up to date. Here again, your 
CD Director can help—with advice on 
supplies needed for injuries due to 
blast, radiation, etc. 


[|] Encourage personnel to attend Red 
Cross First Aid Training Courses. 


[ ] Encourage your staff and your com- 
munity to have their homes prepared. 
Run ads in your plant paper, in local 
newspapers, over TV and radio, on 
bulletin boards. Your CD Director can 
show you ads that you can sponsor 
locally. Set the standard of prepared- 
ness in your plant city. There’s no 
better way of building prestige and 
good employee relations—and no 
greater way of helping America. 


Act now ... check off these four simple 
points ... before it’s too late. 
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Financial Adman Chides Wall Street for 
Not Making Americans ‘Stock Conscious’ 


(Continued from Page 1) culation of 50,000 or over repre- 
newspapers. For comparison, let sented 2.66%. 
me tell you that insurance com-| “In dollar amounts, insurance 
panies used newspaper space to companies spent well over $30,- 
the extent of 27% and banks, 000,000 on a national basis, banks 
19.7%. around $18,000,000, and all the fi- 
“The total linage of all finan- nancial industry, a little under $3,- 
cial advertising in the U. S. among 000,000, of which 66% was borne 
daily newspapers enjoying a cir- by the New York Stock Exchange 
‘and by two of the leading broker- 
/age houses in the U.S.” 


| 
's The picture in radio and tele- 
'vision last year was, if anything, 
'worse than in newspapers. Mr. 
'Gellerman said only four members 
bought radio time, of which only 
/one represented a regular program 
pansy Mg byt pd games (on a daily basis. Only two of the 
| 444 firms used television, and each 
Even shoe clerks discuss the valve | one not in excess of infrequent 
of snails against certain chemical | one-minute spots. 
sprays. “New York Stock Exchange 
Ever hear of snails to keep insects firms throughout the greater met- 
out of orange groves? ‘ropolitan area control 44 windows 
Vou would tnow ebeuf that # vou | on the street level. In 87% of these 
read the Orlando papers, which are | | | windows the entire display consists 
the leaders in this great prosperous greeny: blinds.” 
empire of citrus and cattle. mong the New York brokerage 
houses, “only three maintain a 
Orlando Sentinel-Star properly staffed advertising or 
Odends. Plovide public relations department, and 
- such basic operations in the field 
(° Nat. Rep. Burke, Kuipers & Mahoney | 4¢ public relations as lecture bu- 


Fruit Is News 


That is, in Central Florida. 


Oranges and grapefruit and tan- 
gerines are news because almost 


reaus, the cultivation of press con- 
tacts, contacts with educational in- 
stitutions, labor organizations and 
other type public relations opcra- 


miliar, are still almost unknowa,” 
he declared. 


announced less than two months 
ago, whereby investors could buy 
stocks on a pay-as-you-go basis 
(AA, Jan. 25), “received only 
fragmentary support which within 
a few weeks dissipated into almost 
nothing,” Mr. Gellerman said. 

“A shining example of the lack 
of a realistic public relations cam- 
paign on the part of the industry 
is the fact that a large group of 
papers and magazines, among them 
some of the most influential in the 
country, promptly began to refer 
to this plan as an ‘instalment’ 
plan, which is precisely the oppo- 
site of what the plan is and which 
defeated its very essence. ..The re- 
sult was—as it had to be expected 
—that untold thousands who liked 
the idea of owning stock on an 
easy payment plan were frightened 
away because of the word instal- 
ment, which to them meant going 
into debt or buying something 
which you do not own until it 
has fully been paid for.” 


= The plan got off to a fairly good 


You Cenit Reach... 
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SCRANTON.. WILKES-BARRE 
... PENNSYLVANIAS 34 MARKET 


ULL The Scranton 


EGARDLESS OF WHAT 
YOUVE SEEN OR HEARD- 
noon 


SCRANTON:*WILKES-BARRE IS 
PENNSYLVANIA'S THIRD! 


new projects; 4,000 


have increased by 


$330,348,086. 
649637 437824 25570 219385 
SCRANTON- ALLENTOWN READING ERIE 
WILKES BARRE SETHLEHEM PA. PA. 


EASTON 
HAZLETON PA. 


POPVLATION 


Times 


Since 1950, Scranton has acquired 850 com- 
pleted and occupied housing units in three 


additional school enroll- 


ments to a total of 47,000 diocesan parochial 
and city public school students. 
During this same period bank deposits 


$15,742,607 to total 


$182,201,928; bank clearings have in- 
creased by $34,389,413 to total 


EMPLOYMENT IS UP in tHe SCRANTON MARKET 


STANDARD METROPOLITAN 
orsracts 
VB CENSUS ...1950 


Since the enactment of the 


Scranton Industrial Develop- 
ment Program in 1946, nine | 


new industries, or expanding; 


plants, have created 9,000_ : 
new jobs to a total of 46,000 9 


employed in the City of B00 OH OR 13 1H 96 


Scranton. 


year 


1946 1947 1946 1949 1950 1951 1952 1953 


tions with which you are all fa-|| 


= The Monthly Investment Plan|| 


| 


LESLIE HARRIS, formerly v.p. and partner 

in Bernard L. Schubert Inc., radio-tv pro- 

ducer, has been named to the new post 

of v.p. and general manager of CBS iel- 

evision Film Sales, New York. Mr. Harris 

was radio-tv director of Colgate-Palmolive 
Co. from 1951 until 1953. 


start, the speaker said, but a na- 
tional survey taken within one 
week after the plan became opera- 
tional revealed that 43% of the 
brokers were not only not inter- 
ested in the plan, but “in fact they 
were discouraging this mercnan- 
dising effort which was painstak- 
ingly put together by a group of 
realistic business men. 

“T wonder how much longer can 
these other gentlemen go on 
dreaming of a return to striped 
trousers and ascot ties?’ Mr. Gel- 
lerman asked. 

“Wall Street’s failure to accept 


the proven methods of advertis- 
‘ing, selling and merchandising,” 
'he concluded, “has not only cost 
ithat industry untold millions in 
|revenue but its economic and social 
\implications have _ dangerously 
| bordered on being a disservice to 
‘the American people.” 


Le W. Ramsey Included 
in Over-$5,000,000 Group 


| L. W. Ramsey Advertising Agen- 
cy, with offices in Davenport, Ia., 
jand Chicago, which was omitted 
from the agency tabulation in last 
/week’s issue, should have been 
‘included in the $5,000,000 to $10,- 
000,000 group, with 1953 billings 
reported as $7,164,528. The com- 
|parable figure for 1952 was $6,- 
'370 000. 

| The Ramsey figures were omit- 
‘ted by AA in an effort to clear up 
‘an accounting problem involving 
|a substantial syndicated promotion 
|service which adds materially to 


Advertising Age, March 8, 1954 


Archbishop Suggests 
Radio-TV Blackout 
as Lenten Penance 


PHILADELPHIA, March 2—Arch- 
bishop John F. O’Hara, head of the 
Philadelphia Catholic Archdio- 
cese, has suggested that Catholics 
disconnect their radio and tele- 
vision receivers as a form of Len- 
ten self-discipline, along with the 
traditional fasting. 
Radios and tv sets, he said in a 
pastoral letter, can “be for the 
glory of God, but they may also be 
a means of destroying both our 
spiritual and intellectual life. 
“Disconnect your set for a week 
and then take an honest appraisal. 
Have you missed anything worth 
while? What have you gained? 

“The art of conversation is re- 
stored in the family, perhaps; many 
duties are performed that might 
otherwise have been neglected; 
your own judgment may be more 
sound because you will have 
missed thousands of words of 
propaganda.” 

Guarding of eyes, ears and all 
the senses may sharpen perception 
of spiritual things, he said. 


# If Philadelphia Catholics follow 
the archbishop’s suggestion, they 
may miss a number of Catholic 
programs, including the following 
network shows: 

Over DuMont—Bishop Sheen 
(his talks are not denomina- 
tional), off April 6 for the season. 

ABC—“Christian in Action,” a 
radio show. 

CBS—“Church of the Air,” a ra- 
dio show on which Catholics rotate 
with other denominations, and 
“Lamp Unto My Feet,” a tv pro- 
gram shared by three major faith 
groups. The same is true of “Look 
Up and Live,” with the Catholics’ 
turn coming up in March and 
April. 

NBC—On radio, “The Catholic 
Hour,” and on tv, “Frontiers of 
Faith,” on which three major faiths 
rotate. 

Mutual—“Family Theater,” a 
dramatic show produced by Father 
Peyton, who wants to keep the 
family together. 


FC&B Boosts Monley, Menna 


James Monley and Louis Men- 
na, Foote, Cone & Belding art di- 


Ramsey billings. The agency has 
approximately 60 employes. 


rectors, have been named art su- 
pervisors for the New York office. 


Beautiful Color Work 


CTE nak CORE an eR ET 


ADVERTISING 
AGENCIES 


...in Chicago and out of town continue 
to realize that using DOT precision engraved 
color reproductions helps to reduce 
the customary headaches of 
~ agency-client relations. 


600 West Van Buren Street, Chicago 7 
Telephone: STate 2-5367 


Outstanding Black & White 
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Reps Assail NBC - 
Radio Plan for 
Participations 


(Continued from Page 1) 
Swezey of WDSU, New Orleans, 
chairman of the NBC radio af- 
filiates committee, and Harold Es- 
sex of WSJS, Winston-Salem, 
secretary of the committee. 


# As explained in the memo, the 
network proposes “that not more 
than four new programs, none of 
which will exceed three hours in 
length, will be initially offered as 
radio network participation pro- 
grams, in addition to the Three 
Plan, ‘Weekend,’ ‘Road Show’ and 
‘The Big Preview’... 

“The compensation for each par- 
ticipation sold in an hour program 
will amount to that percentage of 
the compensation the station would 
receive on the sale of one hour in 
the time period in which the pro- 
gram is broadcast...” 


@ The plan permits an advertiser 
to order as little as one participa- 
tion in one program, but he must 
use the full network of stations 
carrying the show. The effects of 
this experiment are to be “thor- 
oughly reviewed” before the end 
of the year. 

Reactions ranged from that ofa 
spokesman for the Westinghouse 
group of stations (four of which 
are NBC affiliates) who said, 
“Not in favor of it on the basis of 
incomplete study,” to Mr. Essex 
who declared: “The patient [net- 
work radio] is sick and we’ve got 
to do something to get him well.” 


es T. F. Flanagan, managing di- 
rector of the Station Representa- 
tives Assn., called the proposal a 
“frontal attack” on national spot 
business. 

“Presumably, every station rep- 
resentative is already figuring out 
what the latest NBC rate cut pro- 
posal might cost the stations in 
actual spot business now on the 
books as well as future spot ac- 
counts,” Mr. Flanagan said. 

“Have NBC (and the other net- 
works) lost all their creative sales 
and circulation genius that pio- 
neered radio’s fabulous success? 
The allegedly prohibitive cost of 
network show talent is insignifi- 
cant compared with the cost of 
network management when all 
these top executives can think of 
to cure network radio is to give 
it away.” 


s A major radio representative is 
fearful that this innovation will 
change the whole nature of the 
radio medium. Asked why he 
thought this plan for radio, which 
is akin to that used by NBC-TV 
to sell “Today” and “Home,” is so 
dangerous for radio when the sta- 
tions have accepted the principle 
for television, the representative 
answered: 

“In television the stations are 
accepting one-minute participa- 
tions for choice fare. These radio 
shows are turkeys. This is just 
another way of trying to sell radio 
by making it cheaper. NBC says a 
full network of stations will be 
required. The next step is for 
P&G to ask for a participation on 
90 stations. If NBC doesn’t take 
the business on this basis, another 
network probably will. And pretty 
soon they will be selling spot radio 
cheaper than the stations can sell 
it. 


Last Minute News Flashes 


‘Parker Pen to Co-Sponsor ‘Four Star Playhouse’ 
JANESVILLE, Wis., March 5—After several tests over the past two 


/years, Parker Pen Co. has decided to go into its first continuous tv 


venture. Parker will co-sponsor “Four Star Playhouse” (CBS-TV) 
with Singer Sewing Machine Co. starting April 8. Parker will spend 
approximately $2,000,000 on tv this year, an increase of 87% in its 
ad budget. J. Walter Thompson Co., Chicago, is the agency. 


Bacardi Imports Gets Gilbey’s Spey Royal Scotch 

New York, March 5—Gilbey’s Spey Royal Scotch whisky. has shifted 
from National Distillers Products Co. to Bacardi Imports Inc. The ad- 
vertising will be moved from Fletcher D. Richards Inc., which will 
continue to handle Gilbey’s gin for National, toa new agency. 


Ziegler Leaves Grey for Biow Post 


New York, March 5—Fred Ziegler is resigning from Grey Advertising 
to join Biow Co. as account executive on the Bulova Watch account. 
At Grey he has been account executive on Emerson for the last six 
months and was for seven years director of sales promotion for the 
agency. 


Donahue & Coe Gets Publix Shirt Tru-Val Line 


New York, March 5—Donahue & Coe has been appointed by Publix 
Shirt Corp. for a greatly expanded advertising, sales promotion and 
merchandising program to popularize the Tru-Val line of men’s shorts 
and pajamas. Four-color magazine ads and an expanded cooperative 
and in-store promotion program will begin this spring. Ray Austrian & 
Associates handles the Town Topics division for Publix. 


Compton Promotes Three; Other Late News 


e William Stewart, Donald Frost and Fred Schuster, account execu- 
tives at Compton Advertising. New York, have been elected v.p.s of 
the agency. Mr. Stewart and Mr. Frost are members of the Procter & 
Gamble account section. Mr. Schuster is a member of the Standard 
Brands account group. 


e Sam M. Ballard, v.p. of Geyer Advertising, New York, has been 
elected to the agency’s board of directors and named to head the Nash 
Motors account group in the New York and Detroit offices. He joined 
Geyer last August from Gardner Advertising Co., where he was chair- 
man of the management committee. Before joining Gardner in 1937, 
Mr. Ballard handled the Hudson Motors account for Compton Adver- 
tising and later for Brooke, Smith, French & Dorrance. 


e William S. Paley, board chairman of Columbia Broadcasting Sys- 
tem, will receive the 1954 Keynote award from the National Assn. of 
Radio & Television Broadcasters May 25 at its convention in Chicago. 


e National Biscuit Co. has bought out Schooley & Son, Luzerne, Pa., 
manufacturer of Blue Streak dog food. Nabisco plans no immediate 
change in the product or its distribution; now largely in eastern states. 
Nabisco’s Milk-Bone dog biscuits and the Blue Streak line may later 
be combined, but no advertising plans have been worked out. McCann- 
Erickson is the Nabisco agency. 


e Betty F. Brown has joined Elmer P. Scott Co., New York, as pub- 
licity director. She was previously an account executive with Ehrlich & 
Neuwirth and H. B. Humphrey, Alley & Richards. 


Fabulous ‘Madman’ 
Got Start Through 


sell cars. After a brief stint as 
president of a taxicab company, 
the “Madman” got into television. 

Muntz TV Inc. was chartered in 


Agency Man’s Push 


CHICAGO, March 5—E£arl W. 
Muntz, who was dubbed “Mad- | 
man Muntz” while parlaying six 
used cars into a $9,000,000 busi- 
ness, built both his reputation and 
fortune upon promotions devised 
by the man who now is one of his 
major creditors. 

Muntz was just another South- 
ern California used car dealer 
when he met 25-year-old Michael 
Shore in 1943. It was Shore who 
advised Muntz—who was then 29 
—to put his remaining capital into 
a heavy spot radio promotion. 

The result of the 100-a-day 
schedule of browbeating jingles 
was sales—plenty of them. In six 
months Muntz was selling $750,000 
worth of cars every 30 days. 

As business grew, so did promo- 
tions. There were skywriters, post- 
ers, big newspaper space and a 
slogan (“I wanna give ’em away, 
but Mrs. Muntz won’t let me. She’s 
crazy”) backed by the drawing of 
a madhouse Napoleon with the) 
letter ‘““M” on his tunic. The same 
slogan appears on his tv delivery 
trucks today. 


8 Despite brushes with the Los 
Angeles Better Business Bureau, 
Mr. Muntz continued to grow, then | 


November, 1948, with 1,000,000 
shares of $1 par value stock. Shore, 
who had started his agency by this 
time, became a Muntz v.p. 

The old Howard Radio Co. plant 
in Chicago was leased the follow- 
ing year by Tel-A-Vogue, a Muntz 
subsidiary, to manufacture the 
celebrated “one-knob tuning” sets. 


# A rash of big promotion, with 
skywriting airplanes smudging the 
air, big newspaper type and as- 
sorted hoopla broke loose in city 
after city as distribution was be- 
gun. 

The selling theme was factory- 
to-you-price saving. The technique 
was a “free home demonstration, 
no obligation” to prove that a 
Muntz set will outplay many other 
receivers “even without an exter- 
nal antenna.” 

Sets were sold for cash or for 
terms. A monthly payment plan 
covered the service contract. 


® Despite better business bureau 
snipping the company prospered 
and by 1949, Muntz TV sales 
passed the $1,000,000 a month mark 
and production was over 5,000 sets 
a month. (Last week it was down 
to approximately 1,000 a month.) 
Meanwhile, Mike Shore left the 


“For example, a station which 
now has a minute base rate of 
$35 on which it collects $24 net, | 
will net $6 for the same minute 
under the network plan which | 
prices the participation at $22. 
gross.” e 


| branched out. He became a South- | company in ’49 to devote more time 


ern California and New York dis-| to his Los Angeles and Chicago 
tributor for Kaiser-Frazer in 1945. agencies. He took the account with 
Profits soared to a $700,000 net in him. In 1949 the account was bill- 
1947, with Shore still mapping ing about $1,000,000 in radio and 
spectacular advertising still built another $400,000 in newspapers. 
on the same calculated nonsense| Last year Muntz spent about 
theme as before. $5,000,000 on advertising. This 
Then, in February, 1948, the week Mike Shore said he’s on the 
franchises were cancelled when hook to the tune of more than 


|Muntz and K-F differed on how to | $400,000. 


Muniz TV Faces 
Bankruptcy Suit 
by Shore Agency 


(Continued from Page 1) 
AA, is U. A. Sanabria, president of 


American Television Inc., another | 


set maker. Mr. Sanabria owns 220 
shares 
Muntz,” the attorney said. 


s Muntz subsidiaries named in 
‘he bankruptcy petition are Tel- 


A-Vogue Inc. and Muntz Indus-|) 
tries Inc. Tel-A-Vogue manufac-|} 
tures the Muntz tv set. Muntz In-|* 
dustries manufactures room air| 


conditioners. 

Mr. Levinson charged in court 
today that a service policy fund 
of about $1,000,000 has been de- 
pleted by Muntz Inc. through bad 
management. He further alleged 
that former employes of the com- 
pany had told him that the man- 
agement had paid above-market 
prices for parts and that some of 
the money was given to Muntz 
executives by suppliers as “gratui- 
ties.” 

Later, Mr. Levinson told AA that 
he had met with Mr. Muntz last 
month and that Muntz had agreed 
to let him inspect the company’s 
books, but never produced them. 
He also charged that Muntz TV 
owes the federal government $900,- 
000 in withholding and excise 
taxes. 


= He asserted that Muntz selling 
prices “varied according to the 
exigency of the exchequer.” Ad- 
vertised prices for 27” sets have 
been from $179 to $229, he said, 
and have been less than the cost 
of parts and labor to make the sets. 

Mr. Levinson told AA that he 
learned that Muntz Inc. has $10,- 
000,000 of sets out on the instal- 
ment plan. The paper is held by 
finance companies, with recourse 
to Muntz Inc., he said. 

Slashing of tv set prices by 
Muntz, Mr. Levinson alleged, has 
boosted the repossession rate be- 
cause “people are not going to 
keep up the payments on a set 
they can buy cheaper now.” 

He also criticized Muntz an- 
nouncements that the company 
soon would start making color tv 
receivers “and killing his black 
and white saies.’”’ He also said he 
was told that the company made 
3,000 air conditioners last winter 
“without any plans made for sell- 
ing them.” 


ws When the suit was filed Tues- 
day, Earl] Muntz said he was sur- 
prised by the action. He admitted, 
however, that the company’s losses 
since last March 31 have been 
“substantial.” 

He attributed the trouble to re- 
possession of a large number of 
sets, especially in the South. 

Michael and Leonard Gesas, at- 
torneys for the petitioners, how- 
ever, laid much of the blame to 
color tv and public reluctance to 
buy b&w now. This problem taces 
manufacturers other than Muntz, 
too, they said. 

Earl Muntz told ADVERTISING 
AGE he considers the suit against 
his company “ridiculous,” coming 
from a competitor who owns 220 
shares of stock. (This was a refer- 
ence to Mr. Sanabria.) 

Mr. Muntz pointed to declining 
sales of all television manufactur- 
ers and said the industry is off 
about 35% from sales of a year 
ago. Muntz sales, he said, have 
dropped 75%. 

“The reason Muntz feels this 
so much,” he declared, “is that we 
take the entire bath. Other com- 
panies spread it among the manu- 
facturer, distributors and dealers.” 


® Muntz TV production dropped 


“sold to him by Earl], 
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A JEWEL OF A CONTEST—This ad broke 
in the Chicago Herald-American on March 

to announce Jewel Food Stores’ new 
“win a trip to Europe contest,” starting 
March 8. The ad subsequently appeared 
in all the Chicago papers—Daily News, 
Sun-Times and Tribune—and 35 suburban 
papers. Radio and tv back the contest, 

which ends March 20. 


‘rom 20,000 sets a month to 5,000 
1 month during the last year, he 
said. The company has retrenched 
‘radually over that time, but the 
‘ituation became critical in Sep- 
tember, he added. 

“We always lost money in the 
summer,” Mr. Muntz said, adding 
that he had expected sales to in- 
crease in the fall. 

Last summer the company went 
ahead with its plans to produce 
air conditioners. “Now I’m sorry 
we went into it at that time,” he 
said. 

The company has an inventory 
of 2,300 room air conditioners and 
“we are going to sell them,” Mr. 
Muntz said. 


s He asserted that the bankruptcy 
petition claim that Muntz TV has 
liabilities of $13,000,000 is not true. 

“About $10,000,000 of that is 
finance paper, a contingent liabili- 
ty,” he said. “There is a reserve 
of about $1,200,000 so that 10% of 
the sets can come back and finance 
companies won’t suffer.” The com- 
panies, however, do have recourse 
to the factory, he said. 

Mr. Muntz labeled unemploy- 
ment as a major reason for the 
troubles of his company. Reposses- 
sion rates have been high in Wash- 
ington, Baltimore, New Orleans 
and Houston, he said. Chicago and 
Detroit rates are low, but reposses- 
sion might increase soon in De- 
troit because of auto industry lay- 
offs, he said. 

“T’ve been appointed to take over 
[as president of Muntz TV]” he 
concluded, “and the trustees and I 
are doing everything to work 
things out.” 


s As the matter stands now, the 
trustees—C. Wylie Allen, Chicago 
attorney, and Floyd G. Dana, a 
realtor—have begun to survey 
Muntz operations and are to re- 
port to the court within seven days. 
J. Kirk Windle, SEC attorney, is 
to investigate Mr. Levinson’s 
charges of mismanagement and 
also report back in a week. 
Judge Knoch gave shareholders 
and creditors until July 30 to pre- 
sent a plan of reorganization. Trus- 
tees were instructed to file their 
plan by Aug. 30. A hearing on the 
proposals was set for Sept. 15. 


Leahy Elected President 


Harry p - Leahy, with the com- 
pany since 1922 in the production 
and sales departments, has been 
‘elected president of Magill-Weins- 
heimer Co., Chicago printer and 
producer of advertising displays. 
A. J. Weinsheimer continues as 
chairman of the board. 
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Weeks Will Seek ‘Special Authority’ 


Ayer Sets Typography Contest 

The 24th annual exhibition of 
newspaper typography for all 
English-language dailies in the 


| 
| 


from Congress for Business Censuses 


(Continued from Page 3) data on fix-up expenditures. 
the report said: “It is a purposeful 
program authorized by Congress s Manufactures: complete enum- 
for the periodical measurement of erations at five-year intervals in 
the condition of the country.” years ending in “3” and “8” with 
Pointing up the role of the full a special census covering 1954 
censuses—such as the censuses of (Estimated cost $3,800,000). An- 
manufactures, retailing, whole- nual survey of manufactures cov- 
saling and service trades—the re- ering non-census years should be 
port said: “Without the benchmark continued. “If adequate annual 
census records it would not be pos- | surveys covering non-census years 
sible to measure and interpret cur- cannot be provided, the biennial 
rent changes; nor would it be census should be restored. Facts 
possible to analyze the probable for industry series should be con- 


| will be judged in April. The F. 


U. S. has been announced by N. W. | 
Ayer & Son, Philadelphia. Exhibi- 
tion issues will be drawn from the | 
week of March 8. The exact week- | 
day date will be chosen after the | 
selection has ended, and the entries 


Wayland Ayer cup. will be 
awarded to the newspaper con- 
sidered best in typography, make- 
up and presswork. 


Cormack Changes Name 


J. A. Cormack Advertising, 
Milwaukee, has changed its name 


manager of 


al 


consequences of proposed actions. 
“Our comprehensive system of 
current indicators of the conditions 
and trends of the economy, based 
on relatively low-cost sampling 
studies and representative indexes, 
rests largely on census enumera- 
tions. Without that foundation we 
would have no basis for confidence 
in the assignment of weights in 
these sample studies and indexes 
and no basis for adjusting these 
indexes from time to time.” 


# In all, the committee offered 51 
recommendations for a _ balanced | 
program, the most urgent being 
the recommendation that the ad- 
ministration move as rapidly as 
possible for censuses of manufac- 
tures, mineral industries, retail- 
ing, wholesaling and service trades 
covering 1954. The committee 
pointed out that the loss of the 
1953 censuses would mean that no 
benchmark studies will be avail- 
able in these fields until after 
data is collected for 1958. 

“Potential mobilization require- 
ments strongly suggest that the 
interval between complete indus- 
trial censuses should not be per- 
mitted to exceed five years,” the 
report said. 


a While the committee completed 
its “intensive” study of statistical 
needs in about two months, it 
worked through special panels that 
involved a total of about 1,200 
economists, statisticians and an- 
alysts from private industry and 
government. Broad surveys of the 
use of census material—repro- 
duced in full in the appendix sup- 
porting the report—were made for 
the evaluation group by the 
American Marketing Assn. and the 
trade association division of the 
U- S. Chamber of Commerce. 

The committee said the balanced 
program of censuses and interim 
reports which it recommended 
would involve total expenditures 
in the decade 1960-70 of $228,000,- 
000 for statistical purposes. This 
compares with $173,000,000 ac- 
tually spent in the period 1940-54. 

Dr. Watkins observed, however, 
that the expenditure figures are 
not comparable since many of the 
censuses were skipped during 1940- 
54, when government funds were 
concentrated on defense programs. 


® Briefly, this is the program en- 
dorsed by the review committee: 
Population: Censuses every 10 
years with increased attention to 
tabulation by urbanized areas. 
Housing and construction: Cen- 
sus of housing to continue simul- 
taneously with the decennial pop- 
ulation census. (Cost: $18,000,000). 
New: A mid-decade sample inven- 
tory of housing covering 40 metro- 
politan areas for years ending in 
“5.” (Est. Cost: $1,200,000). Also 
new frequent “sample inventories 
of housing.” In addition: Com- 
merce Department’s office of 
business economics should develop 
a long-term program to coordinate 
and improve construction data 
now being issued by a variety of 
governmental and private sources. 
In cooperation with the Census 
Bureau, office of business eco- 
nomics should develop reliable 


/tinued, but reviewed to shift costs 
‘to private users wherever possible 
‘and to eliminate reports of mar- 
ginal value.” 

Retailing, wholesaling and serv- 
‘ice trades (business): “Reasonably 
|complete” enumerations should be 
made simultaneously with the 
|'manufactures census, with special 
census covering 1954 (cost: ($9,- 
,000,000). Annual and monthly 
wholesale and retail sales reports 
now being issued should continue 
on present basis. ‘‘County business 
patterns,” compiled from records 
of the Social Security Administra- 
tion, should be issued on a bien- 
nial basis. 


# Mineral Industries: Complete 
census should be taken covering 
1954 (cost: $800,000). Sample 
study with shorter schedule should 
be used for 1958, with the full 
enumeration in 1964 covering 1963. 

Agriculture: Full census should 
also be taken in 1960, but there- 
after the mid-decade census of ag- 
riculture should be supplanted by 
a series of biennial sample studies 
for crop years ending in “1,” ‘3,” 
“5” and “7” with further samples 
in years — =" — |= and 
“8.” The decennial census would 
cover years ending in “9.” 

Transportation: Census should 
not be taken, pending further in- 
vestigation of the problem by the 
transportation division of the Bu- 
reau of the Census. 

Foreign Trade: This program has 
been badly hurt by budget cuts. 
By increasing the present program 


the world’s chief trading nation. 
Publication should be resumed on 
the annual “Foreign Commerce 
and Navigation of the United 
States” and the “Monthly Sum- 
mary of Foreign Commerce.” 

Governments: Complete censuses 
of government should be taken 
covering 1955 and every 10 years 
thereafter (cost—$2,000,000. This 
census has not been taken since 
1942). 

A biennial sample should be 
taken to provide trend data on 
state and metropolitan area totals 
for tax revenues, debts, expendi- 
tures and employment. Present 
quarterly and annual _ reports 
should continue. 


BUSINESS MEN BACK 
CENSUSES: WATKINS 

WASHINGTON, March 3—What 
about the statement, often made 
in Congress, that demand for cen- 
sus funds comes from “some little 
fellow down the line,” or that the 
“top executives” prefer to see 
Congress save the money and cut 
their taxes? 

Dr. Ralph Watkins, director of 
research of Dun & Bradstreet and 
chairman of the census evaluation 
committee, says there’s no doubt 
that top executives have only a 
vague idea of the importance of 
statistics, including census reports, 
to the welfare of their businesses. 
But that doesn’t mean top man- 
agement won’t back up the case 
for a balanced census program. 

“No good executive would take 


(now $1,500,000) by $300,000, it}! 
should be possible to regain the}| 
standard of quality required for || 


AS IN LIFE—Brown-Forman, Louisville, will 
use display materials like the floor stacker 
here, merchandising its Life ads, to push 
its spring drive for King blended whisky. 


a position on a question of this 
type until he has consulted the 
people in his organization who are 
close to the problem,” Dr. Watkins 
said, “no more than any top ex- 
ecutive could express an opinion 
on technical research until he con- 
sults engineers and other techni- 
cians on his staff. 

“The letters which our review 
committee received from the coun- 
try’s leading business organiza- 
tions ought to show the tremen- 
dous use that business makes of 
the statistical materials which are 
gathered and issued by the Census 
Bureau.” 


FC&B Elects John Hussey, 
Charles Winston Jr. V. P.s 


John J. Hussey and Charles S. 
Winston Jr. have been elected 
v.p.s of Foote, Cone & Belding, 
Chicago. 

Mr. Hussey started with Foote, 
Cone in 1945 as a copywriter. For 


C. S. Winston Jr. 


John J. Hussey 


the last 5% years he has been an 
executive on the International Cel- 
lucotton Products Co. account. Mr. 
Winston has been an account ex- 
ecutive at the agency for eight 
years. He currently carries the 
agency’s management responsibil- 
ity for the automotive products of 
the S. C. Johnson & Son account. 


Miller Buys Mutual News 


Miller Brewing Co., Milwaukee, 
has bought two news broadcasts 
over the Mutual Broadcasting 
System. Robert F. Hurleigh is 
featured in five minutes of news 
on Mondays, Wednesdays and Fri- 
days, and Hazel Markel presents 
news from the women’s angle on 
Tuesdays and Thursdays. Mathis- 
son & Associates, Milwaukee, is 
the agency. 


Helen Friedman Joins Youner 


Helen G. Friedman, formerly 
associated with Career Blazers, 
New York employment agency, 
has joined David Youner Associ- 
ates, New York, as an account 
executive. 


WORY-TV Appoints Don Mann 

Don Mann, formerly an account 
executive for WBBM-TV, CBS 
outlet in Chicago, has been named 
director of television for WOKY- 


to Cormack-Imse-Beaumont. The | G!BSON McCABE, general 


new title incorporates the names 
of Gordon Imse, who joined the 
agency in 1948, and Dennis Beau- 
ry who joined it in January, 


GM Promotes Wilkie, Wagner 


Robert H. Wilkie has been pro- 
moted to supervisor of sales pro- 
motion for the New Departure di- 
vision of General Motors Corp., 
Bristol, Conn. Matthew C. Wagner, 
who was personnel manager of the 
Meriden, Conn., plant, has been 
advanced to supervisor of sales 
training, a new post. 


Newsweek since 1951, has been elected a 

v.p. He joined Newsweek in 1942 as circu- 

lation director, and later became advertis- 
ing manager. 


Scheideler, Beck Billings 
Estimate Up 10% for 1954 

In reporting the agency billings 
last week for various agencies in 
the $5,000,000 to $10,000,000 brack- 
et, AA erred in its report on 
Scheideler, Beck & Werner’s fore- 
cast. 

SB&W figures that its 1954 
billing will be up 10%, not down 
10% as reported. 


National Nielsen Ranking of Radio Shows 


Week of Jan. 17-23, 1954 
All figures copyright by A. C. Nielsen Co. 


Current Homes* 
Rank Program (000) 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (2,145) 
1 Et Is SN a iesaicin cectdea hic snsisssdoicdatassciuanaaatava etna 4,571 
2 Jack Benny Show (American Tobacco, CBS) .........ccccccccccecseceseceescesceeusenees 4,478 
3 Tn OU Te TI, ri aecaicesn scans ectindeatarssiennsescssasincernenll 4,385 
4 Gust Redis. Theater Cover Brae., CBG) .cccccsccsccssccsscccssccscscccosssscsccoseceesoocedines 4,151 
5 Pe RE Ie CD HURGT,. GIN) os cccscesshsctctascesssccssasscsvacesensesocssosenecen 3,638 
6 Se ee. Ce CaN, FD esis cescistiisticsarsterssrcrcicaricmmnuennnenl 3,452 
7 We Ue Ge Be MI TOD cicsssvcssicscveacsessscrccesecoscovscassunsvenceseactes 3,359 
8 BR. Hy Fac RP KG I nese scsi ccist sven sccnsconscuscsnscsvnscinccestoncvedosenen 3,219 
9 Seemeinw (HS Amtte,, CHG) cnccicicciiccscicicssccssssesesccscsscsscssecscccccsssseses 3,219 
10 You Bet Your Life (DeSoto-Plymouth, NBC) ...........cc:cccccccscessseseseeseeeeeenes 3,172 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (1,353) 
1 News of the World (Miles Laboratories, NBC) ..........ccccccccscscesseesseeseeee 2,799 
2 One Man’‘s Family (Miles Laboratories, NBC) ..........:ccccccssecsseessceeeeeserees 2,379 
3 Fibber McGee & Molly (Lewis-Howe, NBC) .........cccccccccsscsessesscsseeeeeeeeeeees 2,192 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (2,146) 
1 Ea, ey CI, UNO sekiscicsasicdisscccstisnciscisncinscsvenisaesieasssarel 3,359 
2 Romance of Helen Trent (American Home Products, CBS) ...........:c.c0000++ 3,312 
3 Guiding Light (P&G, CBS)... TNE TTT ORES 3,219 
4 PT EIR TRGORGE BINGE, GID) csisssisisnssssccscsscciscssiscsssseascrssosscaieets 3,219 
5 STE I CIs, GO hasisesbiinitsiccseiessssrnsietinnummonimninseel 3,219 
6 PE Te Ts BD. iiciiiticcccnniiimoiionmannnnad 3,219 
7 Wendy Warren & the News (General Foods, CBS) .........ccccccccsseesseeeeeeeee 3,219 
8 This is Nora Drake (Bristol-Myers, CBS) ...........:..ccccccsscessseceetseeeseeeeseneeeeees 3,172 
9 NS TD risttitinitaiicutcuninaiaionnansinn 3,125 
10 TS RE Bis, FD stile hci esttiniticiiminimniminnincicinininni 3,032 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) . (840) 
1 Lorne Green (Credit Union National Assn., MBS) ..........0.00..ccccccceceeeeceenees 2,146 
2 OE Gr GUND CORI NII UUINED spevcennencecesnisuvisasecasccccecsssanvedennoniaenens 1,353 
3 Greatest Story Ever Told (Goodyear, ABC) ........cccccccccssssseeeeessseeceeseneeees 1,353 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (1,633) 
1 Stars over Hollywood (Carnation, CBS) ..........ccccccccccssceceseeeeeseeeeneeeeeeeeees 2,939 
2 TE Be Pe I I Hick tccsktccssensseigisensececesetcetsascastestssnseseren 2,845 
3 Bill Shadel & the News (Campana, CBS) o.........ccccccccessseceseeeeesseeeeeeeeenees 2,519 


* The percentage of homes reached (‘Nielsen-Rating”) may be determined by com- 
poring the number of homes reached with 44,646,000, the 1954 Nielsen estimate of 
total U. S. radio homes. 


Videodex Network TV Ratings 
Week of Feb. 1-7, 1954 


Copyright by Videodex Inc. 
PROGRAM POPULARITY TOTAL HOMES REACHED 


TV, Milwaukee. 


Program Rating Rank Program (000) 
Rank (%) , 
1 Dragnet (Liggett & Myers, NBC, 1 Dragnet (Liggett & Myers, NBC, 
sy * eee 42.6 IT Cities) ....eecseerrseersneeerneeersnes 13,756 
2 | Love Lucy (Philip Morris, CBS, 2 | Love Lucy (Philip Morris, CBS, 
CE GOI... cccinsceasrnineseseeprsectsinees 41.2 RN TN pester ceceeiocnictvectvcteen 13,401 
3 Red Buttons (General Foods, CBS, 3. Groucho Marx (DeSoto- 
122 Cities) preg ae weteued 38.7 Plymouth, NBC, 111 Cities) ....11,371 
4 Jackie Gleason (Schick, Shea er, 4 Med Settens (General Veods, 
Nescafe, CBS, 86 Cities) ........ 35.5 CBS, 122 Cities) 11,369 
4 Godfrey & His Friends (Toni, . : peep aay or 
Frigidaire, Pillsbury, CBS, 102 5 Godfrey & His Friends (Toni, 
I saith Sinonnee 35.5 Frigidaire, Pillsbury, CBS, 102 
5 Godfrey’s Talent Scouts (Lipton, SED wwithsbihotsiadieneinnecicees 10,967 
<< i | reer 34.9; 6 Jackie Gleason (Schick, Sheaffer, 
6 Groucho Marx (DeSoto-Plymouth, Nescafe, CBS, 86 Cities) ........ 10,156 
Peace Be Cane vxsncepenesevencosevinse 34.4| 7 Milton Berle (Buick, NBC, 94 
7 Toast of the Town (Lincoln- lh TET 10,121 
Mercury, CBS, 7 Cities) ............ 33.4! § Toast of the Town (Lincoln- 
8 —. (Buick, NBC, 94 pane Mercury, CBS, 97 Cities) .......... 9,995 
i 
9 Colgate Comedy Hour (NBC, 96 : Colgate Comedy Hour (NSC, 
Cities) 28.9 ET REE Shlenatintasdentitimpainnicnieus 9,552 
10 Your Show of Shows (Several 10 Godfrey's Talent Scouts (Lipton, 
sponsors, NBC, 62 Cities) ........ 28.6 CBS, 57 Cities) .......cccssesseseeesees 9.123 
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Store Clerks’ Union Opens $18,000 Drive to 
Convert Seattle Shoppers to Morning Hours 


(Continued from Page 2) 
membership works full time, Mr. 
McLean told AA. 

“One thing we think is wrong 
with the industry is that there 
are so many very short-hour peo- 
ple, employed only 16-20 hours a 
week,” he explained. “They can 
not give the public the service 
they should because they are not 
on the job long enough to know 
the merchandise.” 


s In the background, though def- 
initely no part of the present cam- 
paign, is union concern over 
lengthening store hours, particu- 
larly with regard to night open- 
ings. One result of night openings, 
Mr. McLean said, is to kill Tues- 
day morning for shopping. 

Also, he added, as the hours of 
store opening are extended, shop- 
ping becomes’ concentrated in 
a few hours, leaving low volume 
in the stores at other hours. 

The campaign was cleared with 
management first, and has its full 
support; but it is being paid for 
entirely by labor. The three-month 
trial is expected to lay the ground- 
work for continued effort of the 
same nature. 


# Before undertaking the cam- 


paign, Secretary McLean checked 
with H. O. Stone of Pacific Na- 
tional Advertising Agency, which 
handles the advertising. Mr. Stone 


pattern of buying. 


their shopping regularly in the 


evenings regularly, 37% occasion- 
ally and 46% never. 


s Friday was found to be the 
“favorite shopping day,” with 
21% of shoppers preferring it. 
Close behind were Monday (when 
downtown stores are open eve- 
nings)—20%, and Saturday— 
19%. 

Tuesday was the favorite shop- 
ping day for only 8%, Wednesday 
for 9% and Thursday for 11%. 
Of the sample, 39.5% replied “any 
day” was the favorite. 

The survey alsc: showed wide 
swings as to favorite weeks during 
the month. Over 66.5% said they 
shop “any week,” while 22% pre- 
ferred the first week of the month, 
11% the third week, 7.8% the sec- 
ond week and 7% the fourth week. 


Recipe for Low-Budget Political Campaign: 
Advertising—and a Popular ‘Brand Name’ 


(Continued from Page 3) 
rules against political advertising 
in the primaries. 

“They feel it’s not worth it,” he 
explained. “It simply interrupts 
their regular schedules—and then 
is gone by April.” 


| 


'the primaries, regardless of candi- 
ja. 

. According to Dr. Crane, how- 
ever, the response has been a lot 
better than with the newspaper 
ads—and nearly all of the re- 


The Crane campaign has also spondents have ordered campaign 


involved a lot of direct mail, as 
part of a theory of using the Crane 
name where it counts—among_ 
physicians, dentists, clergymen and | 
other “key centers of influence in 
the various communities.” The 
pitch in the mailings has been 
mainly educational, explaining the 
need for getting out the vote in 


You’re Invited to | 


Kodak’s 1954 Showing | 


- 


FOR 


ADVERTISING J 


IF you sell or advertise any- 
thing, you will not want to miss 
this collection of the year’s finest 
advertising photography. | 

Hundreds of examples from 
leading studios in all parts of the 
country will help you plan your 
own future work. 

Continuous demonstrations 
will also further your under- 
standing of modern color photo- 
graphic processes. 

Cities, Dates, and Places (ho- | 
tels): 


PHILADELPHIA 
March 9-11; Bellevue-Stratford 


NEW YORK 
March 15-19; Commodore 


BOSTON 
March 23-25; Sheraton Plaza 


TORONTO 
April 1, 2; King Edward 


EASTMAN KODAK COMPANY 
Rochester 4, N.Y. 


literature, chiefly in lots of 100. 
The newspaper insertions, he said, 
drew about 200 replies within a 
week after they appeared. 

Currently, John B. Crane is one 
of the underdogs in the campaign. 
But if the ad drive for his nomi- 
nation should win out, it will be a 
great bargain in terms of standard 
costs for a senatorial operation, 
which is generally rated at $100,- 
000-plus. 

To date, the Cranes have sunk 
only about $6,000 in advertising al- 
ready placed or contracted for— 
with about an even split between 
direct mail and the other media. 
No other campaign expenditure is 
planned, except for about $500 
worth of buttons. 


s “We're telling contributors to 
our campaign that every cent con- 
tributed will go directly into ad- 
vertising,” Dr. Crane said. 

Right now, Dr. Crane is thinking 
in terms of a $10,000 campaign, 
with the other $4,000 to be spent 
on election-eve newspaper and tv 
advertising. 

“If we get more we'll use it,” he 
told AA, “but I figure we can do 
better with a name and $10,000 
than less-well-known candidates 
can do with $100,000.” 


St. Regis Starts Panelyte Drive 

The Panelyte division of St. 
Regis Paper Co., New York, will 
start a campaign for its St. Regis 
Panelyte plastics with an ad in 
the March issue of Better Homes & 
Gardens. In April, an ad will ap- 
pear in American Home, and ads 
will continue to alternate each 
month in these two publications. 
Ads also will appear in House & 
Home and Popular Science Month- 
ly and trade publications. J. M. 
Hickerson Inc., New York, is the 
agency. 


English Edition Sold 


The English edition of Indus- 
trial Equipment News has been sold 


hi a ao | 


New York. Format and policy of 
|the paper will continue the same. 


recommended at the outset a con-| 
sumer study to learn the present | 


When this was done, it showed | 
that only 27% of all customers did 


morning, with 32% marked “oc-| 
casionally” and 39% “never.” The | 
study also showed that 15% shop)! 


a ee 
= Sonate wae Rea 
aes SS? 


BUTTERMILK AND COCKTAILS—A. L. Mc- 
Williams (left), general manager of the 
Pure Milk Assn., congratulates Robert A. 
Kubicek, Chicago ad manager of TV Guide, 
for staging the first Buttermilk Biscuit Cock- 
tail party. Scené is set at the Conrad Hilton 
Hotel where members of the milk and bak- 
ing industries were feted by the magazine. 


Cole & Weber Drops Account 
Due to a conflict of accounts, 

Cole & Weber, Seattle, has re- 

signed the account of Consolidated 


agency as yet. 


Channel 11 Boosts Power 


WMIN-TV and WTCN-TY, St. 
Paul-Minneapolis, which share 
Channel 11, have announced that 
the power of the channel has been 
boosted from 70,000 to 316,000 
watts. 


Dairy Products Co., Seattle. Con-| 
solidated has not named a new 


Wine Assn. Promotes Two 


R. G. (Ray) Giordano, responsi- | 


67 


Universal Match Buys Majestic 
Universal Match Corp., _ St. 


ble for the reorganization of the Louis, is buying Majestic Mfg. Co., 


distribution facilities of the Cali- 
fornia Wine Assn., San Francisco, 
in the past year, has been named 
|manager of package goods sales. 
|Mario  Perelli-Minetti, general 
|manager, will handle the bulk 
sales of wines and other products 
in addition to his other activities. 


‘Photography’ to Glick & Keefe 
Ziff-Davis Publishing Co., New 
| York, has named Glick & Keefe 
| New York educational service 
/agency, to direct a special two- 
{month promotion campaign in 
|schools and colleges for Photogra- 
|phy. Grey Advertising is Ziff- 
Davis’ regular agency. 


St. Louis maker of stoves and 
other kitchen equipment. Majestic 
will continue in operation as a 
Universal subsidiary. John E. 
Russell will continue as president 
of Majestic. Westheimer & Block, 
St. Louis, is Universal Match’s 
agency, and Warner, Schulenberg, 
Todd & Associates, St. Louis, han- 
dles Majestic advertising. 


F&S&R Appoints Huwen 


Charles E. Huwen, formerly 
sales promotion manager of Borg- 
Warner Corp., has been named an 
account executive in the Chicago 
office of Fuller & Smith & Ross. 


| 
| 


When you buy the 


TORONTO DAILY STAR 
you reach 452,876 


adult readers and buyers 
in the Toronto A.B.C. 
City Zone 


Source: Sanders Marketing Research 


comes recreation rather 
other incident in a day 
inspiration .. . relaxation 


home 


to Tothill Press Ltd., London, Eng- | 
land, by Thomas Publishing Co., | 


= with your 


subscription 


Inspiration 


Recreation 
he reads 


AA AT HOME 


Listen to these kind words from 

DOUG VAN VALKENBURGH 

HEVENOR ADVERTISING AGENCY, INC. 
ALBANY, NEW YORK 


“TI look forward to each issue of Ad Age 
...as if it were an exciting serial story! 
When I read it at home, as I do, it be- 


’s work. For 


minute news and a broader knowledge 
of my business I look to Ad Age and 


For 


and 


than just an- 


... up-to-the- 


Advertising Age 


“Salesense in Advertising.” 


My Name 


in Advertising 


consider it my handbook of the advertis- 
ing business. IT TOPS THEM ALL!” 
Why not try Mr. Van Valkenburgh’s 
plan of relaxing with AA at home? 
Mail the coupon below for a $3 year’s 
subscription—52 issues—of AA ... and 
get with it, FREE, a copy of “Salesense 


” 
. 


ACCEPT THIS BONUS INTRODUCTORY OFFER 


Ee 


OKAY, SEND AA TO MY HOME 


Dept. M8, 200 E. Illinois St., Chicago 11, III. 


Please enter my 1 year subscription to Advertising Age and mail it 
to my home address. I am to receive FREE a copy of James D. Woolf's, 


Address 


City 


State 


() My check for $3 is enclosed. 


C) Bill me later. 


T) Bill firm. 
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More people than ever 


oe : MCCARTHY AND 
cee TAS AND FACTS apguy 


are reading [Ff 


CIRCULATION : 
1954, average lst 7 issues ... 5,625,000 


(Publisher’s estimate) 


1953, January-December .. . 5,473,330 


(Average of Ist and 2nd half ABC statements) 


1950, January-December .. . 5,340,320 


(Average of Ist and 2nd half ABC statements) 


+ Be ee 


(The public paid more than $40,700,000 for LIFE in 1953— 
$2,100,000 higher than in any previous year.) 


AUDIENCE: — 
1953 . .. 26,450,000 


(A Study of Four Media, 1953, by Alfred Politz Research, Inc.) 


1950... 23,950,000 


(A Study of the Accumulative Audience of LIFE, 1950, by Alfred Politz Research, Inc.) 
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